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i-C Axes Piggyback-Premium Market 

'berfo-Cu/ver cuts out Indianapolis and Grand Raplds-Kalamazoo; 
fv«r Bros, modifies stand on payment of premium rates 



Cliica};(i — Alberto-Culver last week 
.'nt a step beyond refusing to pay 
ly premium r.ites on spot tv piggy- 
cks. It is dropping completely any 
arkets where it can't get the share 
audience it needs for spot coverage 
the result of piggyback cost and 
her problems. The first markets 
ncelled out by Alberto-Culver are 
dianapolis and Grand Rapids-Kala- 
jzoo. Lever Bros, took similar action 
ith regard to Grand Rapids-Kala- 
azoo. ' 

George Polk, Alberto-Culver ad 
anager, told Sponsor that the bud- 
•ts withdrawn from Indianapolis and 
rand Rapids-Kalamazoo will not be 
itotal loss to spot tv. The money will 
p in markets not previously used on 
e Alberto-Culver spot roster. Polk 
Ided that his company still had a 
t of tv weight going into the two 



iAB Names Committee 
o Select New President 

Washingfon — There will be no 
:w president of the National As- 
Kriation of Broadcasters until after 
abor Day. 

A ten-man presidential selection 
jmmittec to choose a successor to 
imier NAB president LeRoy Collins 
as just been named, but the group 
ill not meet until sometime in Sep- 
;mber. Joint board chairman Willard 
chrocder said that the committee will 
ansist of NAB's five-man executive 
ommittee, plus: Otto P. Brandt, vice 
resident of KING-TV Seattle, Carle- 
)n Brown, president of \VTVL Water- 
illc. Me., Harold Essex, vice presi- 
ent of WSJS-AM-FM Winston- 
alem. N. C, A. Louis Read, execu- 
ve vice president of WDSU-AM- 
'M New Orleans, and F. Van Kony- 
enburg, executive vice president of 
V'CCO Minneapolis. 

The selection committee will also 
all on other broadcasters to help in 
ic process of picking a new president, 
aid Schroeder. 

AH members of the NAB board of 
irectors were sent a memo on July 
0 which asked for their opinions on 
the necessary qualification" for the 
•«'AB president. Answers to this memo 
re still coming in. 



markets \ia nighttime and daytime 
network commitments. 

In the instance of Indianapolis, 
WISH-TV (Corinthi.in) has a policy 
barring all piggybacks, while WFB.M- 
TV (Time-Life) is .isking for 200 per- 
cent of the minute cardratc for piggy- 
b.acks, effective Sept. I. Two stations 
in the Grand Rapids-Kalama/iXi mar- 
kets — WOOD-TV (Time-Life) and 
WKZO-TV (Fetzer) — also require a 
100 percent premium. Both WFHM- 
TV and WOOD-rV, incidentally, are 
Katz represented. 

It now appears that Lever Bros., un- 



New York — General Cigar Co. 
anticipates its "biggest budget ever" 
for fourth quarter advertising — with 
the lion's share going into broadcast. 

Although he was unwilling to cite 
a specific cost figure "that might be 
changed tomorrow," George Reichart, 
the firm's vice president and director 
of advertising and marketing, explains 
that "the outlook for the whole [cigar] 
industry is such that if we can see a 
really big thing for our dollar, we feel 
now is the time to buy." 

Reichart pointed out that because 
of packaging changes and with strong- 
ly stepped up consumer interest in 
cigars (a direct result of the Surgeon 
General's report on smoking), General 
Cigar is going most heavily for the 
impact of tv during the final quarter. 

Over-all purpose of the ad theme 
will be to stress the fashionability of 
cigar smoking and its now -wide public 
acceptance. "We're going to put on 
the biggest fashion show the industrj' 
has ever seen." Reichart says. Em- 
phasis will be on averting the negative 
image cigar smoking formerly had be- 
cause of their use to characterize cri- 
minals and thugs in motion pictures. 

Tv advertising will be concentrated 
on NBC. This includes a one-fourth 
sponsorship of NCAA football, three 
nights a week on Huntley-Brinkley, 
and a tv plan that will include 50 one- 
minute spots on nine NBC shows. 

In radio. General Cigar plans to buy 
enough to blanket virtually the entire 
United States, concentrating on drive 



like All>erto-Cul\cr. Colgate and some 
other major piggyback users, h s not 
taken a sweeping position against the 
pa>ment of premium rates on pigg>- 
backs. The Ixver polic> is a flcMblc 
one. If the station can shovs that it 
has to drop an ID to accomotl ite a 
pigg>back (in compli.incc with the 
revised NAB CcxJe), an agent) bu>tr 
on the Lever account ina> exercise 
discretion in pacing .i premium How- 
ever, the premium must be reasonable 
and the spot exceptionally desirable 
In no case ma> it be higher than ^0 
percent. 

One rep, Harrington, Righter it 
Parsons, has advised agencies that it 
recommended to all its 17 st.itions that 
the> refrain from an\ premiums, at 
least until the whole situation clarifies 
itself, and that the recommendation 
has been unanimously approved. 



time and sportscast time. Network 
spot availabilities failing, the firm may 
place "practically all" its business on 
a regional basis, or possiblv both net- 
work and regional. 

GM Agrees to FTC Consent 
Order Barring Washer Ads 

Washinjilon, I),C. — General .Mo- 
tors has agreed to a I'ederal Trade 
Commission consent order barring 
further tv, radio and other advertis- 
ing of its Frigidaire automatic washer, 
as tested and proven superior to wash- 
ers of five other manufacturers. 

nC has named New ^ork adver- 
tising agency Dancer-l itzgeraid-Sam- 
plc, and also the United States Testing 
Co. of Hoboken in the order, flie con- 
sent agreement is for settlement pur- 
poses and does not constitute admis- 
sion of guilt. A key provision in the 
consent order also bars General .Mo- 
tors from advertising "testing" claims 
similarly made for any of its other 
appliances, unless such tests are stand- 
ard in the industrv and are truthfully 
reflected in the advertising. 

FTC says the advertised tests did 
not establish the unquestioned superi- 
oritv claimed for the l-rigidaire wash- 
ers on various counts. The tr\ith is. 
pre said, the Fngidaire washer did 
not rank first in each of the test cate- 
gories, and further, the tests were not 
"independently designed" b> the U.S. 
Testing Co., as represented. 



General Cigar Plans 4th Quarter Campaign 
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FRXDAV AT 5 — 

Embassy's Tv Gross in 18 Months: $6 Million 

Joe Levine's production-distribution firm has mapped out six 
television series, advertiser merchandising, more features 



New York — With station demand 
for feature-film product continuing un- 
checked, and with a network swing 
toward filmed action-adventure and 
monedy clearly in evidence, television 
is acquiring much the same impor- 
tance as theatrical distribution in the 
plans of leading motion picture pro- 
duction-distribution firms. 

This play-it-down-the-middle atti- 
tude could be clearly seen in the re- 
marks of Joseph E. Lcvine, president 
of Embassy Pictures, at a news confer- 
ence in New York last week. 

In only 18 months of tv activity Em- 
bassy had already grossed more than 
$6 million, Levine said, and plans to 
release in 1965-66 a major package of 
115 movies to tv syndication. 

"We're not in the motion picture 
business and we're not in the television 
business . . . Our business is enter- 
tainment," he said, later adding: "As 
far as theater owners are concerned, 
I don't know any exhibitors who 
would sit on top of something worth 
$6 million in tv. Actually, if it were 
not for the sale of our pictures ulti- 
mately to tv, we could not continue 
to supply theaters with pictures. In 
any case, we try for a 'reasonable' 
time lag of about three years between 
theaters and tv on pictures we pro- 
duce. On those we simply buy or dis- 
tribute, it may be much less." 

Levine's Embassy Pictures, which 
has boomed steadily since its first 
splash with "Hercules" (an Italian- 
made picture whose U.S. and Cana- 
dian rights Lcvine acquired for about 
$12,000), is now concerned with more 



than just feature distribution in tv. 

A total of six tv series with a total 
production investment of $20 million 
are blueprinted by Embassy, of which 
two are sold for 1965-66 network: 

"Hercules," a filmed-in-color hour- 
long series starring Gordon Scott, sold 
to ABC-TV and budgeted at an eye- 
opening $300,000 per episode; "Step- 
toe and Son," an Americanized version 
of a British comedy sold to NBC-TV; 
"Casanova and D'Artagnan," a pair 
of hour-long, filmed-in-Europe ad- 



San Francisco— Subscription Tele- 
vision has its promotion guns trained 
on San Francisco this week, with the 
controversial pay tv system bowing 
Friday, Aug. 14. 

Currently, about 5000 residents 
have ordered the system, although 
STV officials were not able to say at 
presstime how many homes have ac- 
tually been wired. In Los Angeles and 
San Francisco combined (the system 
made its debut in Los Angeles July 
17), a total of 29,000 orders have been 
placed, according to an STV spokes- 
man. 

In addition to heavy newspaper ad- 
vertising heralding STV's arrival, the 
company has invited a substantial 
roster of stars to journey to San Fran- 
cisco for the premier. Acceptances 
have been received from Joseph 
Cotten, Patricia Medina, June Lock- 
hart and Ralph Bellamy. 

As in Los Angeles, an hour-long 
free presentation, featuring a talk by 
STV president Sylvester (Pat) Weaver, 
will precede the see-for-pay programs. 
First night fare will include a surfing 
film (75 cents), the Giants versus the 
Braves ($1.50), the Second City Revue 
($1.50) and a 120-minute film drama- 
tization of Maxim Gorki's "Lower 
Depths" ($2). 

Latest coup by STV in the area of 
viewing properties was a deal closed 
with the Paramount Film Distribution 
Corp. for a group of 20 big boxofficc 
motion pictures including "Hud," 
"Come Blow Your Horn," "Roman 
Holiday" and "Breakfast at Tiffany's." 

The films, slated to bow on STV 
within the next few weeks, will be 
shown twice each evening. 



t 

venture shows; "The Adventuress," 
sort of female version of James Bor 
"Dodo," a British-made animated ci 
toon series; and "Nevada Smith," L 
vine's newest tv project, which is bas 
on a character in his current movie i 
lease, "The Carpetbbaggers." 

Levine, one of the few "col 
showmen" active in the film busirie 
intends to bring to tv production mm 
of the flair and hoopla associated wi 
his movie ventures, promises "m 
works and sponsors the same type 
aggressive showmanship" that is t! 
Levine trademark. He is also bulli 
on the subject of color (75 percent 
Embassy tv features are color-filniec 
and stated: "The future of movies ai 
television" lies in this area. ' 



Paramount had previously supplit 
feature. motion pictures to its own p.' 
tv system. Telemeter in Toronto, ar 
to the RKO General Teleradio oper 
tion in Hartford, Conn. 

McGraven-Guild Splits, 
Will Sell by Market Size 

New York — The concept which h; 
worked so well for Blair over tl 
years in the selling of tv stations 
about to get a run in radio. McGr 
ven-Guild is being separated into tw 
selling companies — the Daren F. 
Graven Co. will represent stations i 
major markets (one million populatic 
or more) and the McGraven-Gui! 
Co. will specialize in stations in ma 
kets below the one million populatio 
mark. 

Strategy behind the move, as in th 
ease of Blair Television and Blair 1 
Associates is, obviously, that a diffe- 
ent sales tack should be taken for st: 
tions in varying market sizes, by 
specialized sales force. As it works ou 
the old McGraven-Guild list will b 
sliced down the middle, with each nc" 
company representing 14 of the st: 
tions. 

Split coincides with the merger c 
the year-old Robert L. Williams Co 
which will add six or seven smallci 
market stations tothe McGraven-Guil 
list. Another instance of the rep fimi 
swing to greater specialization is th 
appointment of Richard McCauley, 
salesman with McGraven-Guild sine 
January of this year, as director c 
sports of the new Daren F. McGrave 
Co. to handle all sporting events. 



Levine Eyes L.I. 
UHF Outlet 

New York — "I've got a taste 
ol what it's like to be in the tv 
business," says Embassy Pictures 
president Joseph E. Levine. "I like 
it and I'm going to stay." 

Among long-range levine plans 
for staying in tv is a move into sta- 
tion ownership, via purchase of 
UHF independent in Long Island's 
wealthy, growing Suffolk County, 
in the Riverhead area. "There's 
room for "community television" 
in upper-income areas," he says. 



STV Set for Frisco Premier, Gets Top Motion Picture 
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Don't stop at -43, Omaha's 

population rank ', nor at ^36 
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I Pick =1, rank of KETV in weekly Omaha 

I tv audience, 9 a.m. until midnightr^^' 
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B u y KETV 
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29 UHF — sponsor panacea or pitfall? 

Supporters see a new vista oj boundless advertiser and viewer 
possibilities; others see trouble looming in the form of smaller 
audiences and higher ad costs 



31 UHF: its past and its present 

Here is a brief history of UHF since its beginning in 1952 when 
FCC instituted a freeze on VHF stations 



36 UHF: problems and prospects 

Lack of television sets able to receive all channels and difficulty 
in programing are two of UHF's major problems. A special 
FCC committee was formed in 1963 to delve into problems and 
their possible solutions 



40 Day-to-day living with UHF 

A pioneer looks back to the early '50s when nearly insurmount- 
able problems plagued U operators. A lot of misunderstanding 
still exists, he notes 



42 UHF stations on the air 

State-by-state listing of all UHF stations on the air as of August 
1, 1964. Directory also includes stations that have suspended 
operations, but have not turned in their licenses; stations granted 
CPs through Dec. 31 , 1963; stations granted CPs since Jan. 1 , 
1964; stations with applications filed during 1963, but pending 
FCC action; stations with applications filed since Jan. J, 1964 
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The 1964 Auto year established 
record-breaking sales v/ith the first 
8-million car year in history 
Important to auto and other 
advertisers is the fact that VV J W 
RADIO carried a larger number of 
national and local automotive 
schedules combined, than any 
other Cleveland radio station in 
1963-1964. Auto-makers and 
dealers selected W J W RADIO to 
reach the Cleveland area adult 
audience with the highest car- 
buying income. W J W RADIO 
listeners ovjn more cars per home 



own nev/er cars than 
the Cleveland market average 
When considering Cleveland, 
whether it be for cars, candy, 
cigarettes or canned goods, whatever 
your commodity, make your choice 
the quality buy in Northern Ohio 
See your Kat/ representative 

Any aud'Cncc s ic datJ used h«>fc n is 
based on the sources md CJ'ed 'S subiecl 
(O Ifie lim t.itions on Is .iccu'.icy inherent 
m the rnothod o' survey used jnd shou d 
tie considered as an es' ma'e 

Source Aa-Cfieci- Monitor ffrporis 

'9e3-t96t Jna Soec Ji PULSS 
Survey 1967 
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WE SQUEEZED 
THE AIR OUT 
AND LEFT 
NOTHING 
BUT AIR IN 
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All broadcast ... all buying ... all im- 
portant. That's SPONSOR, designed as 
—and still— a buyer's book. Not pe- 
dantic, mind you. Not gossipy. We pre- 
sent the top of broadcast news, quickly; 
the meaning of the news, deeply; the 
trend of the news, perceptively; the fu- 
ture of the news, daringly. Do we ever 
annoy? Offend? Disrupt? Yes. We also 
enrich the buying mix in the back 
of the buyer's mind— with the stuff that 
helps make the difference between 
"ordering" and "buying." That's why the 
buyer reads SPONSOR, the broadcast 
idea weekly with the fat trimmed away. 
555 Fifth Avenue, New York 17, Tele- 
phone: 212 MUrrayhill 7-8080. 
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Number one idea man 

I'm sticking my neck out, but if I were asked to name the top idea 
man in tv and radio advertising I'd answer, without hesitation, Walter 
Sehwimmer. 

Walt never eeases to amaze me. 

I sat in Toots Shor's the other night and watehed him play host 
to a eouple hundred ageney men and magazine and newspaper sports 
writers. He was throwing his traditional party to introduce his third 
annual World Series of Golf which will be broadcast in live color over 
NBC-TV next month. 

As I watched Walt in action, a man on the move, never relaxing, 
I wondered how so much nervous energy, drive, practical idea talent, 
determination and passion for detail could be bundled in one individual. 
Although he has it made, Walt hopped from table to table talking up 
his battle of champions. When Bobby Nichols, one of four champions, 
failed to show he located him by phone in some remote New Mexico 
town and held an interview that was heard throughout the room. 

Some feel that Walt fell into a gold mine with his World Series 
of Golf. Knowing something of the inside story I lean to the belief 
that he manufactured the gold and then dug it out with his bare hands. 
This is a story that Walt, who likes to put things down on paper, will 
undoubtedly record some day complete with a succession of obstacles 
that would have put the search for the Holy Grail to shame. 

Walt likes to think of himself as Mr. Joe 0. Public. He says, 'Tm 
the guy with the hot dog, the soft drinks, the beer." He calls himself 
"master of the obvious." 

He's also the guy who thinks up and puts into operation the ideas 
that make you shake your head and say, "Why didn't 1 think of it?" 

By thinking up simple ideas, selling them (sometimes direct to 
the advertiser as he did World Series of Golf), and harnessing them 
to mass media, Sehwimmer has managed to rake in a few million 
with many more to come. He is credited with originating the first 
dramatized spot announcements, the first radio telephone quiz pro- 
gram, the first five minute newscast "every hour on the hour." In 
recent years he originated Championship Bowling, Championship 
Bridge and a new series just launched titled Let's Go To The Races. 
He pits champion against champion in their natural surroundings. But 
just to prove his versatility, in mid-December he'll premiere a show 
based on non-sports champions — the stories of the 1964 Nobel 
Prize winners. 

Sehwimmer, an outspoken realist, makes as many enemies as 
friends. A few years ago I read his book "What Have You Done For 
Me Lately" in galley form and warned him that it ought to be toned 
down. His answer was the equivalent of "nuts." Sponsor subsequently 
printed one or two chapters that would permit us to retain our readers. 

I've always thought of Walt as an idea genius with guts. 

For 15 years he had a highly successful career as head of a major 
ad agency in Chicago. He retired to devote his time to building the 
selling ideas on the air. His methods arc worth studying. The industry, 
and some individuals, will be richer for it. 



SPONSOR 






■I A 7 p always get our man. \Vc 
^ gel him with a trlevision sol 
and a few brief words. Maybe, a 
little music. W'v let him do ihr 
listening. We lull him with great 
entertainment. We give him 
sporting events, award-winning 
news coverage, fine N'BC pro- 
gramming interspersed with top- 



notch local shows 

Then, we throw in a sales pitch. 
\Vr point it right at him. He sur- 
renders pverytimo. 

\Vr could go into a long song and 
dance about our hand-basli-d 
commercials, hand-b.isltul .nada- 
bilities, and hand-basted prices. 



but he wouldn't i'\ en listen 
Anyu.iy. it s ail writti-n down m 
a little booklet carried bv e\Lr\ 
lidward Petry man Hetti r still 
u e ( an ( apture the Houstdn .Mar- 
ket for >ou. e\er\ m in in it Tor 
the Petrv mm nearest \oi. phrase 
write to kPR( -TV I* O Uo\ 
2222 Houston. T. \ i "OUl 
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From all the fancy word-work 
we've been dazzled with by profes- 
sional politieians, we might con- 
clude that there are four sides to 
all controversies: (1) "I'm for it," 
(2) -Tm agin' it," (3) "I'm for 
it, but not now," (4) "Some of my 
best friends are for it, some of my 
best friends are agin' it, and I'm 
with my friends." 

That, roughly, is about the ga- 
mut of attitudes on the medium 
known as ultra high frequency tele- 
vision. 

Such markets as South Bend, 
Ind.; Fresno, Calif; Scranton and 
VVilkes-Barre, Pa., and Youngs- 
town, Ohio, are among a substantial 
number that have all-UHF com- 
mercial stations. In such markets, 
both the viewer and the advertiser 
see eye-to-sce. They consider such 
stations simply as "television." It 
— UHF — performs exactly like 
the other system even though it's 
of a different ethereal persuasion. 
It informs, entertains and sells 
merchandise. 

And then there are those mar- 
kets where the UHF station suffers 
from the stigma of second-class 
citizenship, where its cry for equal- 
ity is ansvvered by: "Of course, 
but not now." In such markets the 
attitudes of many clients are torn 
between "Now I've got to dig up 
special dollars for special audien- 
ces" and "Futher fragmentation of 
the audience — it's lousing up my 
cost-efficiency." 

Call them visionaries or just 
proponents of UHF, but there are 
many who believe that the future 
will bring a system that is free 
of labels and regarded as just "tele- 
vision," whether U or V. 

Mel Silvcrbcrg's status report on 
ultra high frequency television be- 
gins on page 29. 




Readers Back 
Minuteman Plan 



. . . . the first letter you receive 
as a result of your July 27 editorial 
[Publisher's Report] should be from 
Broadcast Time Sales. 

Are we interested? You bet! 

We're anxious to discuss a plan 
of increasing radio's billing at any 
hour of the day or night. 

Count us in. We look forward 
to hearing the full Minuteman 
Plan. 

Carl L. Schuele 

PresidetU 

Broadcast Time Sales 
New York 



Stimulated, as always, by your 
editorial in the July 27 edition 
of Sponsor. 

We are interested in your plan 
— send the blueprint. 

Harry Lipson 

Vice President and Genera] 
Manoser 

WJBK Radio 

Detroit 

Most of your editorials are both 
interesting and enlightening; the 
one appearing in Sponsor July 27 
was even more intriguing than 
usual. 

As vice president and general 
manager of the Thoms Radio 
Stations I very definitely would like 
to know more about your idea 
and can be available at any time 
and place convenient to the rest 
of the people involved. I am in 
New York frequently and can 
schedule any of my visits to coin- 
cide with a contemplated meet- 
ing. I do plan to take a few days 
vacation in northern Michigan the 
first week of August, but I consi- 
der your suggestion of sufficient 
importance that 1 would adjust my 
vacation accordingly. 

Harry H. Averill 

I'icc President and Genera] 

Manager 
WEAM 
Arlington, Va. 



will obtain the reaction and re- 
sponse of the major marketing ele- 
ments in the radio side of our in- 
dustry so there can be brought to 
bear the kind of attention, brains 
and force that is potentially avail- 
able. 

I agree with you that radio is 
a vigorous, effective medium, that 
it should not be a supplementary 
medium or "a small tail on a 
large dog." 

I am sure there is an answer 
that will materially increase radio 
billings. I don't know what your 
answer is, but I am interested in 
hearing it. 

R. M. Brown 

President 
KPOJ 

Portland. Ore. 

1 have just finished reading your 
provocative editorial "How To 
Bring National Radio Up" in the 
July 27 issue. Your proposal sounds 
interesting and I would like very 
much the opportunity to review 
it with you. 

Sponsor recently featured a 
story on the Group W presenta- 
tion "Radio Today" in the June 8 
issue. The presentation is directed 
to the major national advertisers 
and their agencies in an effort to 
sell the spot radio medium. So it 
appears as though our thinking 
might in someway be coincidental 
and 1 am anxious to discuss this 
with you. 

Ralph F. Glazfr 

National Radio Sales Manager 
Wcstinglioiise Broadcasting Co. 
New York 



I always read your Publisher's 
Report in Sponsor. 

The closing paragraph in the 
July 27 issue prompts mc to write 
this letter. 

I am interested in your plan, 
and I would like to hear about it. 
I would like my staff to hear ahoui 
it. When can wc get together? 

Whmot H. Losee 

President 

AM Radio SaJct Co. 
New York 
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1 have jusi read your editorial kd note: to ali those re- 

of July 27 and say, yes. I am in- questing, sponsor's puni isher 
tcrcstcd. 1 hope, however, that you wn l make copies avahabie. 

SPONSOR 





VI3ZQ : 

ZOO.; I^ TO EJU: . 
PREiCKlI-TIO': 0' ' 
TiT L"\. IIL i.v,i . E 

AVDiO : 

I'arr^-, w •! j 1: 
go ' thi • r or - 




Are you giving your sloryboards only half a nhanco? 



Prohabls . . . unless \ou cost them out for \ideo 
n<i well a^ for live or film, rtcvau"* ttnliiy. 
more times than not, \ ideo tape (Sf (urii*^ br \ni>, 
of course) ean do the best job. And the onl> \\a> 
to disco\er this yourself is to get the costs and 
counsel from >our local t\ station or a tape 
studio in terms of your commercials. 

Look what you haNC to gain: Incomparable ^ 
"li\e" picture and sound quality without chance of 
a li\e goof. Instant playback that lets you see immedi- 
ately how you're doing. Pushbutton-fast special etTects, no 
lab processing. And you may sa\e weeks over tilni, with 
new convenience and often lower cost in the bargain. 



Video Tape 




0\cr I "5 l\ stations are now participating in 
IM'n compn-hf nvise lu:^ pmgiaiti in delp .n.!- 
\eriisers and agencies create better torn nertuiK 
llic\r \tiilions oiler workhook luanti oiln r 
priniiul niiiicriah, a\ well a\ a > itt if n n- 
siralioit reel. ( oil \ i>iir ItKol \t<itit n l<<r ,!i loi \. 
(It' we haven't contactetl them vtt. write to 
Magnetic Products Hivison. IXpt \tC k-s-1, 
ni Company, St. Paul. Minn '^Ml'^ I 



rnagnetic Products Division 



PA.SY 
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Convinced? Contact your McGavren •Guild rep. or call Area Code 301 



THE WEEK iix WASHINGTON 

PRESSTIME REPORT FROM OUR WASHINGTON NEWS BUREAU 



August 7, 19 61; 

Commerce Department figures have given a bright and clear profile of 
Broadcasting's financial role in the national econooy — but the industry's 
role in the national political scene is as unclear as ever. I'etv.'ork cor.nit- 
ments are cliff -hanging over the stymied equal tire exemption for the top 
caudidates_, and individual broadcasters are puzzling over the lengthening 
list of FCC rules on how to live up to Sec. 3l5. 

Commerce Department's National Income issue of its Survey of Current 
Business says thatj in 19^3^ tv and radio broadcasting accounted for 
$1^08U,000j000 of national income as an industry , up fron 4^990^000^000 In 
19b2. Its employees numbered 99,000, up from y3jOOO in 19^2, and total of 
payments to part and full-time employees reached $729>000^000. 

Average annual earnings were $7833 for the 90 million full-time em- 
ployees . Only three other employee classes topped the broadcaster average: 
security dealers and brokers, with $8951 per yearj pipeline transportation 
employees with $7850. Engineers came close with $7^62 a year, but in lav:, 
the average was only $I;778j which may be a surprise to some broadcasters. 

Commerce lumps phonograph records and musical instruments with its 
tally of radio and tv sets, and finds that people paid out $li308 million for 
home entertainment in 19^3. The gain in sales was $310 million over 1952, 

Movie admissions in 1953 — a subject of increasing interest as pay 
tv'ers keep trying to get further into the movie field— totaled $1,275^000,000 , 
a gain of $3li million over 1952 , and a push toward recovering the' I9b0 take 
of $1,298,000,000, which was its highest figure in the past five years. 

Recent station sales have a d ded to Commerce in dications that broad- 
casting was never huskier . Tne Goodv;ill Station sale, second largest in 
broadcast history, brought $21,li4.1, 330 for its Detroit, Huntington, V/. Va. 
and Flint, Mich, properties; Met.romedia fell ^ , j-^'"^o , luck by getting unexpec- 
ted FCC consent to sell KOVR-iV Stockton, Calif ., to McClatchy Newspapers 
for $7.8 million (Metromedia paid $3 million for it in 1950), without the 
threatened oral argument on media concentration in ownership . Rounding 
out the picture were recent individual radio station sales of V.'QXI 
Atlanta, Ga . , to Jupiter Broadcasting for $1,075,000 and KIFoT, swinging 
Los Angeles AH, to Tracy Bi'oadcasting (Richard B. Stevens, Herbert F, 
Schorr) for $1.5 million. 

Broadcast advertising no doubt played a hefty role in personal con - 
sumption reported by Commerce : 1953 buys of autos and parts hit $^2.7 billicn; 
oil and gasoline (even without the tigers) $12.8 billion. Americans bought 
$87.1 billion worth of food and beverages, up from 1952 total of $84.5 
billion. They spent over $3.5 billion in beautifying products and the 
implements thereof, ud from $3.3 billion in 1952 and a mere $2,7 billion in 
1959. 

CONTINUED ON NEXT PAGE 
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PRESSTIME REPORT FROM OUR WASHINGTON NEWS BUREAU 



On the subject of movies and pay tv, NAB further clarified its stand 
last week when William Carlisle, vice president for station services, said 
the association opposes pay tv as a sellout of consumers who invested in tv 
sets with the notion that the 'service was to remain free , 

Carlisle renewed the argument that pay tv can't exist without mass-appeal 
sports programing, which is already being siphoned off free set screens and 
"will soon be available only through the coin box if these people have their 
way." Talent would also drift from free to coin-operated tv, 

Carlisle scrupulously avoided any mention of going to the Hill for legis- 
lative bars to pay tv# He did tell the Atlanta, Ga,, seminar that free tv's 
fight was not to "stifle a new industry" — because pay tv is merely a new free - 
loader on the public highroad of tv entertainment, built on billions of in- 
vestment in equipment and service by broadcasters and the public's own in- 
vestment in sets for free tv. 

The NAB spokesman had gentler terms for CATV, which merely "relays" 
free tv programing to a subscriber via rental for supplying the kind of 
antenna-reach the customer could not afford to furnish himself, NAB will be 
satisfied if community antenna systems are merely hemmed in a bit to keep them 
from harming local stations by unlimited program duplication, or by "fraction- 
alizing" audience in an area not large enough to support inroads on the ex- 
isting free tv station where the public could lose the free tv service* 

Just before the FCC's August vacation, the commissioners made a final 
stab at further "clarification" about equal time claims . It took the form 
of question-and-answer on past rulings over broadcaster liability to provide 
answering time under SeCt, 3l5« 

It was again emphasized that established, bona fide interview and 
panel programs are free of obligation . Typical cases where no obligation was 
incurred: two congressmen, one a Democrat, one a Republican, appeared on net- 
work and were questioned by moderator and reporters. A third congressional 
candidate could not demand time. In another instance, minority leaders of the 
Senate and House were interviewed on "Issues and Answers." One was a candi- 
date for re-election, but no liability was incurred for equal time. However, 
when a licensee put on a single one-hour debate between two candidates 
(California gubernatorial), a third candidate had a right to "equal oppor - 
tunities " in FCC's ruling. Same held true for a single interview with a 
congressional candidate by a station's public affairs department, ^ 

Also coming under the Sec, 31^ hammer was the Barry Gray show, in which 
independent contractor Gray selected and managed news and interviews nightly, 
FCC said the show did not come within the defined interview or panel type, 
and appearance by a New York candidate for governor required equal time for a 
rival. The supplementary primer on equal time again reminded broadcasters 
that advertising agencies are entitled to commissions on the sale of political 
advertising, as they are in commercial advertising, 

Tiie FCC's recent scolding of WML Raleigh, N. C, was a reminder that the 
individual licensee can't rely solely on network programing as presenting the 
"other side" to its own controversial editorials under the Fairness Doctrine, 
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STARTS THIS rULL OH WMAL-TV WASHIHGTOH, D. C. 

2 BRAND-NEW 
FEATURE FILM 
PROGRAMS 

PREMIERES AUGUST 31 

11:30 PM MON -FRI.; 11:15 PM SAT. 

MOVIE / 

PREMIERES SEPTEMBER 14 

1:00-2:30 PM MONDAy-PRIDAY 

MOVIE 7 MAIEE 

HERE ARE SOME OF THE GREA T MOVIES: 

Love Me Tender □ Hatful of Rain □ Will Success Spoil Rock Hunter □ 
The Wayward Bus □ The Desk Set □ Gilda □ Naked And The Dead □ 
Stromboli □ Long Hot Summer □ Ten North Frederick 
Snows of Kilimanjaro □ Heaven Knows Mr. Allison 

Check with Harrington, Righterand Parsons 
for avails in these 2 New Movie Programs. 

Wmal-tV ® "fall film festival" 
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Bill O'Donnell = Fred Hillegas | ^ a*" Joel Mareinlis 

SPORTS .V--.<=„.. NEWS ^ • NEWS _ „. , ^ „ „ 

«•< S .^^91^^^ ^fetK^ ' '* ^^^H^^. Richard Hottmann 

W'^'V*' '^^^^^^^ ^^^.'^^..^V ^Mm^J^^ BUSINESS NEWS 

l^SVr" ^^^K Carol Johnson 

SYRACUSE ^ ^^^^ 

E^Murphy ^^^T^^^^^'^^B 

Floyd Ottoway SYRACUSE MUSIC ^ - ^R'^i^B TIMEKEEPER x 

WSYR GANG ^[^^^ ^^HLT^^^^V 

SYRACUSE ^ r^^L ^^Bi^^ ™< 

, ^V^l Deacon Doubleday 

SYRACUSE ^^^C ""^"^^ Alan Milair' 

* ^Blk ^^P^John Gray ^^^^^ 

'W — ^^L^^ MUSIC 

SYRACUSE ^ 

svH.cusB PERSONALITY 



SYRACUSE 




SYRACUSE 

SYRACUSE 




An Onondaga County farmer phones Deacon Double- 
day with a farm news item. 

Syracuse shoppers make a buying rush on a down- 
town store after an Ed Murphy spot. 

• Sports fans call Bill O'Donnell to settle arguments 
about yesterday's game. 



S Y R A C U S E • This is personality poicer at work. 



SYRACUSE 



With WSYR's strong personalities selling for you 
in the 18-county area of Central New York, great 

things happen to sales. Put this sales power to 

work for vou. 




Represented nationally by 
THE HENRY I. CHRISTAL CO., INC. 
NEW YORK • BOSTON • CHICAGO 
DETROIT • SAN FRANCISCO (_ 



[nninir 





M,1.1M..).1J.L)..L 



5 KW - Syracuse, N.Y. - 570 KC 
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SPONSOR WEEK 

Trade Groups See CATV Legislation Essential 



TAME, NAB argue that unregulated CATV damages 
tv development; score unfairness of rules absence 



Alhiiita — Congcssionnl action 
to curb CATV is :i "must" as far as 
the Television Accessory Manufac- 
turers Institute and the National 
Assn. of Broadcasters are concern 
ctl. Declared Morton Leslie, acting 
chairman of TAME, at the South- 
cast Radio-Tv Seminar: "The un- 
regulated growth of CATV makes 
the Communications Act self-de- 
feating, and the Congress must be 
made to once again balance the 
scales." 

Restating the NAB's concern 
with the "uncontrolled growth of 
CATV." William Carlisle, vice pres- 
ident for station services, told the 
same audience: "W'e only 'oppose' 
CATV when we see damage being 
done (or apparently about to be 
done) to the development of the 
nationwide VHF and UHF adver- 
tiser-supported free television sys- 
tem as envisioned in the FCC's sixth 
Report and Order." 

Carlisle added: "We believe — 
and it has sometimes been only too 
evident — that a burgeoning CAT\' 
complex, absent from any rules or 
regulations for its development, can 
do injury to the allocations plan and 
can inhibit the appearance of local 
live television stations capable of 
crealirif; programing rather than 
merely duplicating programing." 

Continuing his call for Congres- 
sional legislation, the acting chair- 
man of TAME argued: "The Com- 
munications Act specifically pre- 
vents a broadcaster from extension 
of services without commission ap- 
proval. Thus, the paradox emerges. 
A CAT\' operator conducting his 
business outside the jurisdiction of 
the Communications Act may actu- 
ally do what is illegal for the broad- 
caster." 

Touching on "the qualifications 
of lower municipalities to pass on 
the feasibility of CATV." Leslie 
cited lack of experience and tech- 
nical knowledge on the part of town 
councils, plus strong promotion on 



the part i^f CA'I V franchise appli- 
cants which i^ften "beclouds" high- 
ly technical material. "The decision 
as to whether a CA I V system will 
benefit a community or not must 
come from a body which with fair- 
ness anil knowledge will decide in 
the public interest — the Federal 
Communications Commissic^n." he 
said. "Only they can weigh its effect 
upon local VHFs and the growth of 
UHF." 

Leslie emphasized that TAME 
does not want CATV outlawed, but 
he saiJ it is "altogether t(Hi closely 
linked to broadcasting and the 
broadcaster not to be a part of the 
same set of ground rules to which 
he is subjected." 

The NAB's Carlisle also had a 



Atlanta — Although CATV op- 
erators ha\e been vocal in their op- 
position to federal control, an at- 
torney who represents both CAT\' 
interests and pay tv say they "tacit- 
ly support some limited type of 
FCC regulation." 

Sp)caking before the Southeast 
Radio-Tv Seniinar. Vernon C. 
Kohlhaas. a Washington lawyer, de- 
clared: "They [CAT\' operators] 
would like to have Congress pre- 
empt the field so that they uould 
be subject to uniform regulation by 
the FCC rather than by the multi- 
ple and oftentimes conflicting regu- 
lations of the states, counties and 
cities with which they have to deal." 

Kohlhaas added that while there 
will undoubtedly be compromises in 
"the CAT\' legislati\e objectives of 
the broadcasters, the commission 
and the CAT\' operators, there is 
little doubt that all CAT\' opera- 
tors will be brought within the reg- 



word about pay tv, U'e oppose it. 
he said, "because it is inherenlly 
hy pt>critical whene\er it glibly 
promises (he public, for example, 
that there "will ne\er be an\ com- 
mercials.' or when it s<.eks to con- 
vince the public that it will aim 
only at small, enthusiastic groups 
of o|vra and ballet K)\ers, ignoring 
mass audiences where obviously the 
real potential for money-making 
lies. U'c oppose pay television be- 
cause it claims It will only 'supple- 
ment' free television and ma\ not 
affect the public's free fare at all. 
for we claim it will instead supplant 
free tv." 

NAB has sometimes been accus- 
ed of trying to "stifle a new indus- 
try in its cradle," he continued. "1 
submit this is not the case. Bay tcL^- 
\ision is not a new industry. It is 
a scheme that seeks to convert an 
existing highway to a toll road." 



ulatory control of the FCC in the 
not too distant future." 

In discussing pay tv. Kohlhaas 
tokl the broadcasters that the argu- 
ment that pay tv wtnild destroy the 
capacity of free tv to provide adver- 
tising-financed programing ignores 
"economic reality." Eci>nomic sur- 
veys, he said. "supp<irted by em- 
pirical experience in Toronto and 
Hartford, indicate that the public's 
recreational budget will not permit 
the spending of more than SI 00 to 
$125 a \ear for subscription pro- 
graming." 

This amount. Kohlhaas argued, 
would provide two to three hours 
of subseriptii>n programing .i week 
— or slightly more than one pro- 
gram per week. "In short, the pub- 
lic's recreational budget would not 
allow it to absorb sufficient sub 
scription programing time to de- 
pri\e advertising-fin. meed program- 
ing of its present broadcast time." 



Washington Attorney Sees Tacit CATV 
Support for Limited FCC Controls 



Auguit 10, 1964 



17 



SPONSOR WEEK 



CATV Leaders Offer 'Olive Branch' to Broadcasters 



NCTA chairman and general counsel urge tv operators 
to enter field; deny CATV is first step toward pay tv 



Atlanta — "Don't fight us; loin 
us." In effect, that's what Bruce 
Merrill, chairman of the National 
Community Television Assn., and 
Robert D. L'Hcureux, general coun- 
sel for NCTA, told an audience of 
broadcasters at the Southeast Ra- 
dio-Tv Seminar on CATV and pay 
tv. Both also decried ideas that CA- 
TV is an "opening-wedge to pay tv." 

"If the public really wants some- 
thing," said Merrill, referring to 
CATV, "the public shall eventu- 
ally have that something." 

The CATV head added that "de- 
spite organized opposition from 
nearly every powerful group rep- 
resented at this meeting, CATV 
is growing at a faster rate today 
than heretofore thought possible. 
Yet, we have still reached no more 
than 5 percent of our potential." 

Merrill concluded his talk with an 
invitation to join his industry. "In- 
stead of a city council battle," he 
said, "why not secure your own per- 
mit and become a CATV'er? In- 
stead of a war chest, why not use 
the money to enter the field, to 
give the public what it wants?" 

NCTA's general counsel told the 
broadcasters that "CATV is just an- 
other way to ensure that a large 
number of people view your pro- 
grams and your advertising. You, 
the broadcasters, should have been 
at the forefront of the development 
of CATV. Many broadcasters rea- 
lize this today and arc doing some- 
thing about it. They arc building 
or buying CATV systems." 

L'Heureux held out an additional 
incentive: "If the rating services and 
those who sell advertising kept fig- 
ures upon the added number of 
viewers via CATV systems, this 
would be an advantage to the broad- 
casters whose signals are received 
on CATV systems. Then a local 
station could take steps to have its 
signal received on as many CATV 
systems as possible and get credit 
for the added coverage." 

Citing the pitfalls to present de- 
mands that CATV systems be reg- 



ulated, L'Heureux said the only 
logical one is to prove it has "a 
serious adverse economic impact 
on a local tv station and that this 
is detrimental to the public." Eco- 
nomic impact, he said, is very dif- 
ficult to prove, since there are us- 
ually many other factors involved. 

L'Heureux insisted that the whole 
principal of attempting to regulate 
CATV is wrong. "Imagine what 
would happen if there were an at- 
tempt made by legislation or an 
ordinance to prevent the New York 
Times from being circulated in a 
particular county in order to en- 
courage the development of local 
newspapers which carry local news." 

Today it is CATV which is the 
target, said the NCTA general coun- 
sel, "but tomorrow there may be 
a new electronic means to make 
your signals receivable over much 
wider expanses without causing in- 
terference to the signals of other 
tv stations. If this should develop, 
you, the broadcasters, will be faced 



with the principal that the local tv 
stations are to be protected against 
this." 

L'Heureux said that the CATV in- 
dustry could have made use of 
channels to originate programs and 
to carry advertising. "While there 
have been instances of short-lived 
originations as an experiment," he 
pointed out, "the CATV industry 
by and large has refused to do this. 
This has been based partly on a 
desire not to antagonize broadcast- 
ers and other media of advertising. 
Let's keep it that way." 

Denying that CATV is the first 
step toward pay tv, L'Heureux, 
among other things, cited mechan- 
ical reasons why it was unlikely. 
"If CATV systems were to become 
pay television systems, they wou'd 
have to be reconstructed in such a 
manner that it would be possible 
to deliver signals to connected sets 
on a selective basis." 

L'Heureux concluded with a call 
for harmony: "The broadcast in- 
dustry and the CATV industry will 
prosper through close cooperation. 
Both industries will suffer from an- 
tagonism and strife." 



Media Man Views 

Atlanta — While subscription 
tv and community antenna tele- 
vision systems have become 
prime conversation pieces among 
broadcasters of late, the adver- 
tising community, further re- 
moved from the direct impact of 
these problems, is only begin- 
ning to make its views heard. 

What could very well prove 
the prevalent view among ad- 
men was voiced at last week's 
GAB forum by a 40-ycar media 
man, Eugene J. Cogan, currently 
vice president and media direc- 
tor of McCann-Marschalk. 

Basically, it boils down to 
"the more media the merrier!" 
Cogan pointed to the scores of 
specialized magazines, whose 
circulation numbers in the tens 
of millions, as an example of the 
diversity of public taste. This 



Tv's New Spectrum 

proves "people will spend money 
to obtain a quality product which 
appeals to their individual 
tastes." he said. "Why then 
should they not spend money to 
subscribe to television channels 
which deliver a television product 
they like better than what the 
regular tv stations are offering 
from day to day?" 

Proclaiming his belief that the 
"airwaves belong to all of the 
people" and that "whatever is 
broadcast over these airwaves 
should be carefully regulated by 
the appropriate commission of 
the federal government.'" Cogan 
concluded that "any legitimate 
method of telecasting should be 
allowed to flourish as a private 
enterprise and the people should 
have the opportunity of taking it 
or leaving it."' 
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Gulf Oil Co. Is Only Sponsor 
For Moon-Shot, Vietnam Specials 



Nov York — NIK', the only 
network with a sptinsored telecast 
of the midnight nuxin-shot press 
conference, was also numlvr one 
in the New ^'ork Arbitron ratings. 
The conference, aired live from 
Pasadena on July 31. featured the 
first close-up pictures of the moon 
plus a conference with space 
scientists. 

With Gulf Oil picking up the 
tab as part of the network's "in- 
stant special" arningement. NIK^ 
(via WNHC-TV) won 36 percent 
of the New York viewing audience, 
estimated at approximately 1 mil- 
lion. CHS drew 33 percent, and 
ABC II. Eighty percent of New 
York's viewing night-owls watched 
the .>pecial moon-shot presenta- 
tion. National Arbitron figures are 
not yet a\ailable. 

Since 1961. NHC has had a 
fast - breaking arrangement with 
Gulf Oil and has presented SO "in- 
stant specials" since. Including the 
sinking of the Thresher, the launch- 
ing of Saturn I. the Alaskan earth- 
quake and the verdict in the Jack 
Ruby case. 

The arrangement between NHC 
and Gulf is as simple as a tele- 
phone call when a major news 
story breaks. 



St. I'aul, .Minn. — In a strategy 
switch, the 3M Co. is taking its 
video tape message directly to ad- 
vertisers and their agencies. \'ehi- 
cle will be a bulletin called "News 
Closeups." aimed at showing how 
local stations with tape facilities 
can produce commercials of the 
same high quality as the tradi- 
tional production centers. 

NN'illiam H. Madden, sales man- 
ager for the firm's \ ideo tape, 
pointed out that there had been 
wh.at he called "a communications 
breakdown" which has left a por- 
tion of the advertising community 
in the dark about tape's case and 
speed of production, relatively low 



I he midnight (N.Y. time) moon- 
slu)t telecast featured a series of 
si\ pictures of the lunar surface 
as Ranger 7 approached the moon, 
plus the last picture transmitted 
just before it struck the moon. 
Scientists then assessed the shot 
and answered cjuestions from re- 
porters. 

Still another example of Gulf 
Oil's participation in fast-breaking 
events \vas the crisis in N'ietnam. 



Calcutta, India — McCann- 
Erickson International, already rep- 
resented in 32 countries, has been 
given the green light to extend its 
acti\ities to India. 

The Indian government has put 
its stamp of approval on a collab- 
oration agreement that will enable 
McCann-Erickson International to 
join forces with Clarion Advertis- 
ing Ser\'ices Private Ltd.. the na- 
tion's largest Indian-tiwned and 
managed agenc\. The new agency 
will be known as Clarion-McCann 



production costs, its "lr\e" look 
and widespread use at stations from 
coast to coast. 

"Of the 572 licensed on-the-air 
commercial tele\rsion stations in 
the United States." Madden noted, 
"almost 400 have bnxulcast \ ideo 
tape recorders to enable them to 
produce and pla> back 'h\c on 
tape' quality commercials for 
broadcast." 

According to 3M. tape has found 
tremendous fa\or for co\erage of 
news, sports and entertainment, 
but has lagged somewhat in the 
advertising area. Hence, the com- 
pany's current dri\e pinpointed at 
agencies and their clients 



Gulf last vveek s|-H)nsorcd t\».t> N'lK 
"insi.uil speci.ils" a hall hour 
show earl) m the week when crisis 
first developed, and .i full hour pri>- 
gram later in the week. f(.uluring a 
detailed stud\ of the situ.ition 

All three netwt)rks went .ill-oui 
in their coverage of the cris<.s, with 
live reports of {'resident Johnson's 
message, frequent Inilletins .ind 
heav) coverage on regul.irls schcd- 
uleil shows, liut onl> .NHC. via 
Gulf Oil. presented a sponsored 
special. 

CMS. which devoted its CliS lie- 
porn to the crisis, did man.ige to 
pick an addituMial piece of tmsiness 
with standard brands buving into 
the show, plus ihe program's stead) 
participating sponsor. Mennen. 



Advertising Services Private Ltd. 

Speaking in Geneva. Switzerland. 
Phipps L. Rasmussen. president of 
McCann-Erickson International, de- 
clared; "W'e have U>ng felt the need 
for representation in the growing 
markets of India . . . \N'e are .igain 
following a p<">licv of serving our 
clients through professional na- 
tionals in everv countrv where we 
operate." 

Sir Dhiren Milra. chairman of 
Clarion, said that the present m.in- 
agenieni of Clarion will c(^ntinue to 
manage the agencv. "Through 
McCann-l-rickson's 75 offices in 
32 countries." he added. "India 
will have direct access to reliable, 
worldwide marketing inform.ition 
and facilities neeessarv for its ex- 
port drive. Ixporl .ulverlising 
through this agencv will mean a 
saving of foreign exchange bec.uisc 
approximatelv 50 percent of the 
commission earned will be retained 
in India ' 

Ihe Indian ad executive aKv^ 
pi^intcd out that "adv. meed tech- 
niques developed b\ .\lcCann-l rick- 
son's regul.ir sehoiMing ol persi^nnel. 
international seminars and lo.in of 
personnel for speeiali/ed services 
In short, this .lereement not onlv 
opens a window ior Indian exp*irt 
ers. hut also brings the latest ts-ch 
niques o{ iidvertising .inti market ni: 
into this countrv 



India Is Added to McCann-Erickson 
Overseas Roster with Clarion Deal 



3M Promotes Video Tape to Advertisers 



August 10, 19&4 
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Phonevision Official Insists Pay 
Tv Won't Supplant Commercial 

Pay tv viewing called a supplement to comnner- 
cial tv, a fornn of outside entertainnnent 



Atlanta — "We anticipate that 
home pay tv in whatever form it 
takes will compete with outside 
boxoffice attractions far more than 
with commercial television/' John 
H. Pinto, vice president of RKO 
General Phonevision Co. told an 
audience of broadcasters at the 
Southeast Radio-Tv Seminar. 

Citing RKO's involvement in all 
areas of broadcast, Pinto said: "Be- 
cause we are prevented from buying 
additional stations, we looked for 
other ways to expand. We believe 
pay tv may be the answer." 

Pinto said that there are over 51 
million television homes today. "To- 
night the sets in half of them will be 
dark principally because their own- 
ers don't care for what is being of- 
fered. Pay tv may be a way to bring 
these people back by offering them 
additional viewing opportunities." 

But, he continued, we don't 
think "those opportunities will sup- 
plant commercial tv viewing." He 
said that the average weekly view- 
ing is now over 40 hours per fam- 
ily. "In Hartford," he pointed out, 
"our subscription tv families spend 
about three hours a week watching 
our pay programs. It is therefore 
obvious that their viewing is purely 
supplemental to commercial tv view- 



Samsonite Tv Blitz 

New York — Samsonite 
Luggage has announced plans 
for an extensive advertising 
campaign that includes net- 
work television. Campaign 
will aim at back-to-school, fall 
travel, pre-Christnias and holi- 
day gift buying markets. 

Ads arc scheduled for top 
national magazines and, on 
television, will be on NBC's 
Today Show from Dec. 8 to 
Christmas. Grey Advertising, 
Inc., is the agency. 



ing in exactly the same way they 
might supplement tv entertainment 
by going out once a week to the 
theater or concert hall." 

Pinto added: "But if pay tv won't 
steal viewers, will it steal programs 
and talent? The way to sure failure 
is to schedule at a fee what is now 
seen jree . . .We don't believe that 
talent will desert commercial tv as 
some fear but rather expand to fill 
the needs of the new medium." 

As it was with radio and televi- 
sion. Pinto said, the public will cast 
the vote. If the vote is "no," there is 
no threat to the broadcast business 
as we know it. If the vote is "yes," 
we at RKO General hope to be pre- 
pared to take advantage of the op- 
portunity. 



ITelePrompter Records 
First Haif Earnings Gain 

New York, — TelePrompier 
Corp. has moved into the black 
with the report of record earnings 
for the first six months of 1964. 
Earnings of $180,489 (or 24 cents 
per share) contrast with first half 
operating losses in each of the three 
preceding years. 

Irving B. Kahn, chairman and 
president of TelePrompter, credited 
the improvement in first half re- 
sults to "divestment of unprofitable 
activities, continued growth of the 
CATV Div. and the more efficient 
operation of Group Communica- 
tions Div." 

One of the nation's largest owner- 
operators of community antenna 
systems, CATV accounts for about 
70 percent of the firms revenues. 

Gross first-half revenues were 
$2,295,218. In the comparable 
period of 1963, the company posted 
an operating loss of $73,370 on a 
gross of $2,715,040. 

Second quarter earnings this year 
were $123,373 on revenues of $1,- 
388,489, as against a profit of 
$7317 and total sales of $1,472,- 
045. 



Detroit Stations See Local Sales Hike 



Detroit — The newspaper strike 
couldn't have come at a better time 
as far as the local radio and tele- 
vision stations are concerned. 

The traditional mid-summer 
slack-off in sales means lots of 
availabilities in both fringe and 
prime time. And whereas most sta- 
tions now expect only a 10 to 15 
percent boost in July-August local 
sales volume as a direct result of 
the shutdown by the city's only two 
dailies, all agree that if the strike 
stretches into a second and third 
month it'll be a different story. 
Many local businessmen will sit out 
a two or three week advertising 
blackout, notes one Detroit tv sta- 
tion sales manager, but then alterna- 
tives must be found. 

Most of those advertisers who 
hnvc already switched over to 
broadcast or stcpped-up limited air 
activity are doing so on a week-by- 
wcek basis (causing some consider- 
able scheduling headaches for the 



larger tv stations particularly). On 
the local level, new business directly 
traceable to the strike comes prim- 
arily from retail outlets and movies 
exhibitors. National and regional 
advertisers have extended schedules 
due to expire, with most of the 
automotives falling into this cate- 
gory. Notably, Chevrolet corporate 
money, usually scarce for spot tv, 
has been allocated to three Detroit 
stations. 

Biggest call across the board is 
for announcements. Because the 
strike is still relatively young (it 
started July 1 3), there has been 
little in the way of spyecial program- 
ing. 

Some of the smaller stations 
have stepped up their news cover- 
age, but so far there is nothing like 
the entertainment news and local 
features which dominated New 
York and Cleveland air waves dur- 
ing their extended newspaper black- 
outs last year. 
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UHF Operator Says CATV Destroys Free Tv 



Putnam calls for same rules to govern both cable tv 
and broadcast; blames many failures on CATV 



Alhiiitii. d\. — In a no-holds- 
barrcd attack on CATV. William 
Lcnvcll i'utnani, president (if 
Springfield (Mass.) Tv Hroadcast- 
ing Corp., deniaiidoil an end to 
the double standard in broadcast- 
ing, arguing that the "rules govern- 
ing one form of electronic trans- 
mission should bo the same as 
those governing the other." 

Addressing the Southeast Radio- 
Tv Seminar, the UHF operator 
declared that the "legal fiction" 
that the air waves belong to the 
public "falls apart as a means of 
segregating cable tv from free tv 
when one considers the many uses 
of public rights of way by cables" 
and the interstate transmission of 
CATV via service cables. 

"If a broadcaster is rei|uired to 
account for his actions, or lack 
of actions, before a federal com- 
mission." Putnam told his aud- 
ience, "so should the other com- 
municator." 

Putnam continued: "It is high 
time we gave up this silly fiction 
that a community antenna opera- 
tor is a mere passive part of the 
television picture, for he is any- 
thing but. His actions can and 
in fact have brought on the death 
of many television broadcasters 
throughout this nation." 

Referring to the seminar, he 
said. "Our debate is between the 
merits of wire tv for which the 
viewer must pay. or free television 
for which the advertiser will pay. 
And please don't let us be con- 
fused into believing that if the 
advertiser doesn't pay. he will then 
lower his prices. An advertiser 
must advertise. He may not ad- 
vertise on television, but that is 
not going to stop him from ad- 
vertising through some other me- 
dium, and his sales costs are ul- 
timately paid by the same consu- 
mer. Thus, today's cable viewer 
has to pay both these costs and 
is going to continue to pay double 
for a long, long time." 

Returning to his earlier theme. 
Putnam said. "Let us tell the truth. 
Let's admit that the community 
antennas are good money making 



properties. Let's admit that coni- 
nuinity antennas are also destroy- 
ing local free television service." 

Putnam added: "They could be 
good money makers and have no 
conflict with local free televisitin 
t)perations. but somehow, and for 
reasons I honestly don't under- 
stand, community antenna opera- 
tors have a distinct and unexplain- 



Xew ^'()rk — Convention anchor- 
man or not. CHS newsman Walter 
Cronkite says he has no intention 
of quitting the network. Also, he'll 
be very much in evidence at the 
Democratic national convention in 
Atlantic City with his nightly multi- 
sponsored tv newscast. 

Cronkite. a victim of what he 
himself called the "Madison Ave- 
nue ratings game" (see Si'ONSor. 
Aug. 3. p. 3). was ousted from 
the anchor spot in favor of the 
two-man team of Robert Trout 
and Roger Mudd. 

Hack from vacation, the veteran 
newscaster said at a press confer- 
ence that network officials assured 
him that he was still number one. 
"I wouldn't e.xpect them to say 
anything else." he commented. 

Whether or not Cronkite will 
be anchor-man on election night 
is still a question mark, hinging 
largely on the ratings picture at 
the Atlantic City convention. 

Although Cronkite. whose an- 
nual income from CBS has been 
estimated as high as S250.000. has 
denied that he planned to quit the 
network, he left the door open for 
any future move. He said he had 
received some "fifth hand feelers" 
which he wasn't entertaining now. 
But. he added. "I've never shut 
the door to those things either." 

Asked why he thought NBC won 
the ratings sweepstakes. Cronkite 
credited the entertainment value of 
the Huntley-Brinkley team — 



.tbie dislike lor local si.iiions. not 
just stations run h\ trouble .ome 
p*.Tsons like nuself. but all smaller 
and IcKally oriented ser\ices" 

ConeUuling with a iliscussiou of 
the economics invoKeil in (Al\. 
Putnam said. "I finil thai \isiblo 
opi.-rating costs in one comniuniiy 
of l().(M)() souls runs to somewhat 
under $40. ()()() per >ear including 
all overhead, and opcratmg income 
runs to somewhat over S lOO.OOO " 
(For a detailed iliscussion of UHI' 
b> William L. Putnam, see p. 40). 



"something we have not directly 
eschewed and something that we 
must be seeking." 

Cronkite indicated that he pre- 
ferred working alone, but said he 
might have gt)ne along with an) 
proposal to operate as part of a 
team, if the offer had been made 



ABC Radio West 
Posts Record Billings 

II()II>«()()d — ABC Radio West, 
an 1 I -Stat ion regional web with 
editorial and programing concepts 
aimed directK at western news ami 
tastes, reports more ih;m $?0<).()00 
in new and repeat business in the 
past five weeks, higher than any 
other hilling period. 

Commenting on the boost in busi- 
ness. Jack II. Mann. \ice president 
of ABC Radio's Western Div . said. 
"ABC Radio West was created in 
1961 to meet the challenge of west- 
ern growth and to provide adver- 
tisers with strong news personalities 
and a medium dedicated to regional 
news and features. Large eastern 
manufacturers are beginning to real- 
ise that the west is a different and 
important market requiring special 
attention." 

Major advertisers using the reg- 
ional network for the first time in- 
clude Brisiol-.Vhers Co. S W 
Fine I oods Ine . the Fisher Flourine 
.Mills Co. and I nolo Sam's Break- 
fast FchhI Co 



Cronkite Says He's Not Resigning; 
Will Air Convention Newscasts 
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Tight fall spot tv market looms 

National spot buyers nia> be facing the 
tightest market for choice availabilities in years. 
Judging from the hectic rush reps were under- 
going the past two weeks, it looks as though 
advertisers will be picking over the leavings by 
the middle of this month, at least in the top 30 
markets. Reason: they're starting their schedules 
earlier than usual. Last year the bulk of fall 
starting dates were for the first week in Septem- 
ber. This time many advertisers are starting off 
the third or fourth week in August. One re- 
sulting implication: enough added business to 
overcome the anticipated losses from preemp- 
tions during the four days of the DemcKratic 
convention. 



Is this the way to do a survey? 

BBDO has produced quite a dust-up among 
sellers of radio over the way the agency phrased 
the questions in a survey aimed at networks, 
stations, reps, advertisers and agencies. The es- 
sence of protests from sellers to BBDO: the 
questions arc negatively slanted and can't help 
bring a resptmse unfavorable to radio as a 
medium. The questionnaire starts off with the 
assurance that the purpose is strictly objective 
and is not to be considered for or against any- 
thing. Then comes this type of query: (I) 
What do you think is good about cither network 
or local radio? (2) What do you think is wrong 
with present day network or local radio? (3) 
What is network or local radio doing that they 
shouldn't be doing? (4) What ought the radio 
people be doing that they aren't doing? Quipped 
one rep: "There's something about the BBDO 
questionnaire that smacks of the one about. 
'Are you still beating your wife?' " 

Antifreezes warm up for radio 

Spot radio's two harbingers of cold weather. 
Union Carbide's Prcstonc and DuPont's Zere.x. 
last week took the availability call route. Prcs- 
tone's radio plan: over 150 radio stations on 
six-week schedules. Zercx's radio blueprint: three 
weeks of saturation before the estimated first 
freeze date and four days of blitzing after the 



actual first freeze d.ite. on ahoui KM) si.itioiis 
Prestone will alsD have ;i sc:itter pl.m going for 
it on network tv. while /.erex has no t\ com- 
mitment, which brings up another season.il dele- 
gate to spot railio. nameK. Menle\ James" 
Contac. It's going in for the August-.Septeinhcr 
hay fever spell. Stations are being asked to 
insert the latest pollen count in the Contac six)t 

Shell seeks 120-second commercials 

Now comes Sliell's consumer division with 
a plan which would use l2()-second commerci.ds 
for a spot tv campaign. Stations in pro|-K)sed 
markets are being asked via OgiUy. lienson & 
Mather ( I ) whether they'll take two-minute 
commercials. (2) what's the rate. It may be of 
interest to Shell to know what happened when 
P&G embarked on similar projects. About six 
years ago it was on behalf of Tide and a year 
and a half later for Oest. The respiinse as to 
desired rate was quite diverse. Some cited the 
lO-minute program rate, others quoted a rate 
of 15 percent of the minute rate, a few thought 
the five-minute program ought to apply and a 
handful wanted 200 percent of the minute rate. 
Pi'^G's experience wasn't so forte. It found it- 
self in undesirable time periods, hit-and-miss 
scheduling and a much-above-average cost ef- 
ficiency. Shell, according to Shell ad executive 
J. C. Anderson, will make a decision on the plan 
within the next two weeks. As he phrased it, the 
company was first trying to "get a fix." It's 
already had complete rejections of the format 
from a few stations. 

Business as usual for piggybacks? 

The flare-up over the status of pigg\haek 
commercials in spot tv could turn out \o be a 
tempest in a teapot. .Major users of piggybacks 
report they're not encountering an\ serious oh- 
stacles in seheduling such ciMiimericals. The\ sa> 
the way has been eased, as far as contending with 
premium rates is c<"»nceriied, b\ ;i gr(nip. or rep. 
here and there ad(^pting the preemptible concept 
That is, exercising the privilege of cancelling if 
another piggy backer agrees to pay a premium \s 
a couple of the leading piggyback users see it, 
the sellers have been split into two camps (mi the 
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issue. One camp seeks to live up to the provisions 
of the revised NAB code against clutter by finding 
acceptable ways of fitting in piggybacks. The 
other camp tries to balance revenue loss from 
an anticipated reduction in available spots by 
setting up sundry ground rule and premium de- 
vices. In any event, it looks as though the piggy- 
back flap will pass by, without leaving behind 
any too-ruffled feelings or pocketbooks. P.S.: 
Unlike the CBS-TV o&o's, the ABC and NBC 
o&o stations are not establishing surcharges on 
piggybacks. 

Palmolive back in spot radio 

Colgate continues to resort to spot radio for 
special promotions. The latest is in behalf of 
Palmolive soap, out of Bates. The schedule: 
eight weeks, through August and September and 
into October. Other Colgate spot radio cam- 
paigns over the past year have been for the 
dental cream. Fab, the Ajax line and men's 
products. 



More last quarter net tv for P&G 

P&G, through Benton & Bowles, has picked 
up a raft of additional nighttime commercial 
minutes on ABC-TV and CBS-TV. It's the 
usual separate last quarter buy, with the pot 
coming from all brands. Burnett made the sum- 
mer supplementary buy and Compton the spring 
rake-up. P&G is also looking for additional 
daytime. Going from network to spot tv, a re- 
port out of Cincinnati had it that P&G was 
giving hard thought to introducing some of its 
network piggyback commercials into its spot 
empire. If that should happen, it would be a 
whole new ball game in the realm of piggybacks 
from the stations' viewpoint. 

Frigidaire: quickie into spot radio 

Frigidaire is buying spot radio after a layoff 
from the medium of at least 10 years. Schedules 
are for two weeks, with immediate starting 
dates. Basic quest in availabilities? When driving 
time is at its maximum on weekends. Buy in- 
volves around 25 markets. The General Motors 



division in 1963, according to TvB, spent $2.6 
million on daytime network tv and $458,000 
on spot tv. 

Beech-Nut acts on tv commitments 

Beech-Nut Life Savers, Inc., has put into 
effect its tv plans for the last 1964 quarter. It'll 
have 35 nighttime commercial minutes scatter- 
wise on ABC-TV, with billings slightly under 
$1 million. The spot schedules will entail about 
75 markets. Last year Beech-Nut's network ex- 
penditure was about $5.5 million and spot about 
$2.5 million. The account's at Benton & Bowles. 



Revlon, Beck on trail of spot radio 

Supposed to be very hush-hush: Revlon is 
taking a look at spot radio for some products 
under its corporate umbrellas. The cosmetic di- 
vision will lean quite strongly to spot tv for the 
1964-65 season. 

Off in a sector far removed from cosmetics, 
namely shoes, there's an advertiser about to 
test spot radio. The account is A. S. Beck. The 
target: teenagers. The agency: Rockmore, Gar- 
field and Shaub. 



Reduce convention spot losses? 

Some of the key tv reps have set out to 
salvage as much as they can of the anticipated 
preemptions accruing from the Democratic con- 
vention (August 23-27). In an unprecedented 
gesture, the reps are telling agencies what spots 
are likely to be preempted and urging that they 
accept make-goods in advance of the conven- 
tion. Sound thinking in this, as far as the sta- 
tions are concerned. It'll be much tougher for 
them to accommodate the make-goods in Septem- 
ber because of heavily loaded schedules. It is 
estimated that the medium lost out on at least 
50 percent of the preemptions that came out 
of the Republican convention. Among sophis- 
ticated sellers there's an impression that the 
bigger spot users prefer under such circumstan- 
ces to take credits rather than make-goods. It 
gives them an opportunity to balance things 
off if they're running over budget, and still 
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benefit from ihe niaxinuim cliscouni due under 
the iiriginal urder. It's a custom of the busi- 
ness not to penaU/e the advertiser on discount 
where the cancenation is made by the station. 

Spot sellers hit multi-pricing plans 

A current ;irea of controversy among ke\ 
reps: the possible dangers of the multi-pricing 
ratecard. Cases in point: i'etry's I'-Rates and 
H-R's Grid-Rates. The critics of these selective 
pricing plans grant that in theory the intent of 
iIk" plans are economically sound. iJecause of 
their flexibility, they create a mnrkct for the 
low-budget advertisers. But in practice what's 
actually brought about is this: many advertisers 
in the upper budget levels estimate their budgets 
according to the lower prices in the selective 
"ladder." From the seller's position: volume has 
a tough time catching up with the lower rates 
in the plans. Stations arc placed in the position 
of not knowing what the competition sells for. 
The net results, according to rep critics of the 
selective pricing plans, is confusion for those 
stations seeking to simplify their ratccards. What 
they worry about most, say these reps: the dam- 
1 aging effects that the welter of pricing could 
have on the spot sellers' economic stability. 

'Captain Kangaroo' now 'mayor' 

Once again a iv performer has proved that 
a network's will can be bent if the billings at 
' stake are big enough. Latest principals in one 
of such tui:s-<if-war arc CBS-TV and Bob Kce- 
shin, who does the Captain Kangaroo series. 

I The network had decided on a Saturday \ersion 
of the show for the 1964-65 and proposed to 
use the Captain Kangaroo title for it. But Kec- 
shin, presumably for tax and other purposes, 
wanted a title that would gi\e him exclusi\ e rights 
to the Saturday segment. Hence, on that day of 
the week it will be known as Mr. Mayor. The 
price per quarter hour on Saturday: $8200. Dur- 
ing the week a 15-minute slice is $7750. All that 
Keeshin has to show now is that his services 
as Mr. Mayor can hold up in audience pull, re- 
lati\ely. as efficiently as Captain Kangaroo — 
estimated to be worth $7.5 million in billings a 
year to CBS-TV. 



TvB for '63 nearer FCC computation 

It's pereiuiially interesting ii> see how close, 
or far off, I'vB's estimates come when conip.jreJ 
to the data reptirted by the FCC. l-or l*;63. '1\B 
got closer to the I'CC mark in national-regional 
spot that it did on network billings. In spot. I vB 
estimated $S7 1 .()72.()()() and the \ CC reported 
$6()().725.()(M). Ihe difference: 31 p».-rceni. For 
network, the I vB came up with $N32.73(>.(MM) 
and the FCC calculated S537 million Ihe T\ B 
in this instance was off 34 percent. In both cases 
the TvB got within closer range than normally 

Cigaret czar meets network tv 

Former Cun. Robert B. \le\ner as adminis- 
trator of the cigaret industry"s advertising code 
has been making the rounds of the i\ networks to 
acquaint himself with the medium and the people 
in key positions. One thing he has bugs him 
is the trade jargon encountered in his rounds. 
To make the governor and other relatne new- 
comers a little more hep. Sponsor S( oim offers 
herewith a limited glossary of commerce terms 
the} will find in frequent use: 

Prime time: 7:30-1 I p.m.. when the medium 
has its maximum \iewers (and the networks ha\e 
it all to themselves). 

Frin<jc lime: 5:30-7 p.m. and I I p.m.-l a.m.. 
when the stations do all the programing. 

Plan: Technique for sponsorship on a multi- 
plicity of programs in small segments; like scatter 
plan. 

Island position: No commercial adjacent to 
yours. 

Chainhreak: The 70 seconds between night- 
time network progrnms in which stations have the 
privilege of selling tiny segments of time to spot 
advertisers. A spot advertiser is one who buys 
stations of his own choice and docs not deal 
through the network. 

Prccmptioas: Time arrogated by a station or 
network from a regular program sequence. 

Product protection: Margin of time assurance 
against the too close advertising of a competitive 
product or company. 

Pijljiyback: Two products sharing the s.mie 
film or tape commercial for the price of one 

Triplcspotlin};: Three products advertised on 
the heels of one another. 
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Burnett, FSR Republican tom-toms 

Look for Fuller & Smith & Ross to remain in 
the Repubhcan presidential campaign picture, 
despite the fact Leo Burnett will be ladling it 
out for the Republican National Committee. Bur- 
nett will have a kitty of around $3.5 million, 
while F&S&R will, it is expected, handle between 
$2.5 and $3 million for the Citizens Committee 
for Goldwater. Burnett is working on a contract 
which has a year to go. 

Where are young generation leaders 

Has new leadership been conspicuously slow 
in emerging from among the newer generation 
of broadcasters? It's a question you hear more 
and more often from observers of the industry. 
And with this there comes the corollary query: 
is much of the leadership blood getting too old 
and tired, too smug and blase to engender ap- 
proaches and concepts indigenous to the times? 

The observers report, among other things, a 
growing resentment among tv stations in the 
secondary market for the anticipated effects of the 
NAB revised tv code which becomes effective 
in September. Many secondary markets, note the 
observers, have come to view the revisions as 
having been whipped through without ample 
allowance for their special problems and competi- 
tive disadvantages on the economic front. Their 
qualm: whether the present leadership hasn't 
been indulging in too much brinkmanship for 
the general good. 

How agencies get themselves trapped 

Agencies have their moments of irony but 
perhaps the most bitter come from things into 
which they led clients — like pre-testing commer- 
cials. The pre-test idea, as a rule, started out as a 
confidence building byplay — a gesture by which 
the agencies hoped to show their creative judgment 
reinforced by research. Now the same agencies 
find that they have baited their own trap. Ad 
managers have become more interested in the 
"scores'' gained in the conimcrciars test than 
in the ingenuity and sales effectiveness in the 
agency's commercial creation. Many an ad man- 
ager wants to know what his competitor's prod- 



uct scored on a test, and then arbitrarily demands 
a score which is two or three times the tally ob- 
tained by the competitor. In brief, numbers, re- 
gardless of the validity of their sources, have re- 
placed judgment and experience. 

Ground coffee and FM go together? 

Did you know that the consumer profile on 
ground coffee is quite different from instant 
coffee? The main difference: the instant kind 
has a much broader consumer appeal. Sponsor 
Scope came upon this nuance while checking a 
report about Maxwell House Coffee's ground 
division and use of FM. The report: the ground 
brand did so well with a 1 3-week campaign on 
WABC-FM New York in connection with the 
World's Fair that there was a good likelihood of 
Maxwell House ground coffee making more use 
of the FM medium. Response out of White Plains, 
home of the General Foods executive domain: 
"we're seriously weighing the idea." 

Bigger families heavier tv users 

What has contributed much to tv's potency as 
a seller of package goods is the consistently sturdy 
use of the medium during prime hours by the 
larger families. To put the larger family versus 
the viewing family in perspective, here's an ex- 
cerpt from the NT report for March-April. 

TIME SPAN SETS-IN-USE 1-2 FAMILIES 5-PLUS FAMILIES 



7- 8 p.m. 56.4% 49.2% 62.5% 

8- 9 p.m. 63.9 54.7 71.7 
9-10 p.m. 64.1 53.8 71.2 

10-11 p.m. 53.1 42.8 59.0 

AVERAGE 59.4 50.0 66.1 



Reunion of U.S. Steel and net tv? 

Don't be surprised if U.S. Steel (BBDO) re- 
turns to the precincts of regular network tv for 
the 1965-66 season. There's something reported 
to be in the works. The steel giant withdrew from 
its network franchise in June, 1963, after spon- 
soring the U.S. Steel Hour unbrokcnly for about 
25 years, moving from radio to tv. This year 
U.S. Steel spent quite a wad for a World's Fair 
network special. The "63 pullout was said to have 
been motivated by a profits situation. 
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>s a I II t e s Was I u n i>" ton * s fi 1 1 o si: 

From n l)n(-kgr<>iin(l in iitilit\ fiiKiiicing, It. It(i\ Dunti i niiir to tlif* I'otoiiini 
KIt'clric l'o\M'r Coiiij);nn (l'l!l*COl in 1942. I'ollowinf; ^^•r\ir^ us Av^iolnnl lo 
the I'rcsidnit. then n> N'ii c President and Trcn.'-urcr, he v,as rli-< trd I'roidcnt 
in 19.^)1. Under his jiresidrnc) inan\ inij)roveHn'nts Ikuc rfTf« trd in PKI'COV 
financing and huilding j)ro{;rain. In 196<) l'KI'(]C) « oinplclcd a hiigr .'')7(),f)0() 
kilowatt rnparitv nencratiiif; j)lant at I )i«krrson, .Md. Another f;rncrating j)lant. 
which will have ahno^t one and onedialf times this kilowatt «a|)aeity, hegins 
operation of its first unit at Chalk Point, Md., on the I'atuxent Itiver, ••oon. 
Mr. Dunn can also |)oiiit to an average growth rate in sales and revenue of JJ'I 
since 1953. A heavy seliediile in liroadcast media, promoting elertrieity and 
electrical appliances, is heing nsed hy I'KI'CO in order to maintain and, if jxissihle, 
to increase this average. WWDC thanks .Mr. Dunn, I'KI'CO, 
and their agency, Henrv J. Kaufman and Associates, for the 
j)rivilege of j)laying an inijiortaiit r(de in tins proinotif)n. 



t'hotofcrnph by Schonhrunn 



Krprrsentrd imlionally hy Jnliii Hlmr \f < '.umimny 

WWDC IWDIO WASHINGTON, D.C. 



BLAIR 
GROUP 
PLAN 
MEMBER 






how do you fit a hippo into a hat box? 



You can! ... if you take just his foot. It's like ranking TV markets. You can take a small portion of 
the market by using the metro approach . . . but if you want the whole hippo, you've got to rank by 
total market! Ponder. More than 80% of the Charlotte WBTV Market is located outside the metro 
area, and the Charlotte TV Market contains 550,000 TV homes . . . ranking 22nd in the nation . . . 
1st in the Southeast!* Toss your hat into our coverage ring . . . it's a whopper! 

• 1964 Sales Management Survey of Television Markets 

CHARL®TTE 

JEFFERSON STANDARD BRDADCltSTING CDMPANY 



RtirtltBllltttl. Itc 
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UHF— sponsor 
panacea or pitfall? 

Supporters see a new vista of boundless advertiser 
and viewer possibilities; others see trouble looming 
in the form of smaller audiences and higher ad costs 



DN FOUR TO SEVFN Yl-ARS. UHF 
Stations throughout the na- 
tion will compete on an equal 
footing with VHF outlets for 
sponsor dollars, according to the 
best "guesstimates'" of the industry. 

How will this change the nature 
of broadcast advertising and the 
medium itself? 

Proponents of UHF see the addi- 
tional stations meeting the enorm- 
ous needs of a fast-growing viewer 
population. The\ see new networks, 
new program experimentation and 
a burgeoning of specialty shows 
pro\iding advertisers with vehicles 
for reaching "specialized" audiences. 
In short, they envision a vastl\ ex- 
panded and successful system of 
television, enriched b\ UHF. 

On the other hand, there is a less 
optimistic group that looks with 



some apprehension upon a possible 
proliferation of I'HF outlets. 

These individuals are less certain 
that the growth of UHF will result 
in a ros\ future. The\ wonder if 
more stations may not mean a dras- 
ticall) reduced number of siewers 
for each outlet. If this is so, thc\ 
ask. will it not mean charging the 
sptmsor even more, although his 
message is reaching fewer homes? 

The answer to all of t\'s future 
prohabl) lies somewhere between 
these two \iews. Hut. hopeful as the 
situation may seem, it is many-face- 
ted and fraught with uncertainties 
and possible pitfnlN 

It is a situation that s,iw I HI- 
suffer through the pangs of a pre- 
mature birth in the e.irh *5()s \t 
that time. U operaiorN foiuid them- 
selves caught in a \icious e\ele. 

J9 



There were few tv sets equipped 
to reeeive UHF signals. With a 
limited number of viewers, opera- 
tors were unable to get quality pro- 
graming. Lacking sufficient viewers 
and programs, stations were unable 
to attract sponsors. Result: nearly 
100 UHF outlets went dark, most 
during these early years. 

And these problems, together 
with a host of others, still plague 
the industry. 

Eleven years after its inception, 
there are fewer than 90 eommereial 
Us in operation today, compared to 
nearly 500 VHF stations. 

To lay the groundwork for a suc- 
cessful nurturing of the UHF medi- 
um. Congress enacted the all-chan- 
nel bill. Effective as of April 30, it 
provides that all tv receivers manu- 
factured after this date must be 
equipped with a tuner able to re- 
ceive channels 14 through 83. 

Even this step has opened a Pan- 
dora's box of problems that has dis- 
turbed set manufacturers and their 
distributors. 

Nor has the bill touched off a 
rush of applications for U channels. 
Broadcasters are cautious. Those 
who do have CPs are proceeding 
slowly: only one UHF station has 
opened so far this year. 

This whole situation is tempor- 
ary, however, and will pick up 
speed with the passage of time, say 
UHF supporters. 

FCC commissioner Robert E. 
Lee notes that "somebody has to 
start the ball rolling," and the all- 
channel bill is the first step. 

Lee is an example of the powerful 
forces behind UHF. Led by the 
FCC, the departments of Com- 
merce, Health, Education and Wel- 
fare, and industry organizations 
such as the Assn. of Maximum Ser- 
vice Tclccastcrs, the Electronic In- 
dustries Assn. and the Assn. for 
Competitive Television, are now 
championing UHF's growth. 

"All-channel telecasting is here to 
stay," states Lee, "and will bring 
more jobs, more advertising and a 
greater contribution to the national 
product by increasing the consumer 
consumption of the national pro- 
duction." 

The commissioner has flatly call- 
ed for cooperation from all seg- 
ments of the tv industry in moving 
UHF through its present transitional 
stage. 

"UHF^ is on the march and noth- 



ing will stem the tide," Lee has de- 
clared. 

The Assn. of Maximum Service 
Tclccastcrs, an organization com- 
posed mainly of VHF broadcasters, 
is in the forefront of the pro-UHF 
movement. 

AMST's executive director, Les- 
ter Lindow, tells Sponsor that the 
reason, for this support is simple: 
"enlightened self-interest." 

"The growing needs of the public 
will require side by side use of both 
U and V bands," he says. 

Lindow notes that the alternative 
— squeezing in more V stations via 
"drop-ins at less than mileage sepa- 
ration" — would mean signal inter- 
ference and a deterioration of ser- 
vice. Concurrent "remedies," such 
as use of directional antennas and 
operating on lower power, still 
would cause interference, he de- 
clares. 

Broadcasters are also well aware 
of the proposal made several years 
ago to convert all tv to UHF. To 
them, this spector could always be 
revived by the FCC should UHF 
fail to develop along hoped-for 
lines. 

On the other hand, Kenyon & 
Eckhardt's Stephens Dietz, execu- 
tive vice president, has expressed 
the anxiety that some industry peo- 
ple believe surrounds the UHF situ- 
ation. 

Concerned with rising ad ex- 
penses, he observes that it now costs 
"twice as much as it did 10 years 
ago" for a tv advertiser to maintain 
the share of the market he had then. 

Dietz suggests that there may be 
trouble ahead for the broadcast in- 
dustry if UHF's growth means only 
a great many more stations, each 
reaching a much smaller share of 
the same audience. 

"We know that in such a situ- 
tion," he says, "there will be an ef- 
fort to charge us the same or more 
for delivering less. 

"Throughout the entire advertis- 
ing world, there is great concern 
about cost efficiency of all advertis- 
ing, especially in broadeasting. And 
if the rise of UHF only serves to 
depress this efficiency factor, the 
result will not be fun for any of us," 
he declares. 

Roughly, a look at the complexi- 
ties of UHF involves four broad 
areas. They are: the history of the 
medium, its present status, its prob- 
lems and their possible solutions.* 




FCC commissioner Frederick Ford: An align 
ment of UHF and CATV may well be the way 




FCC commissioner Robert E. lee: UHF's growth 
will bring an "important upsurge" in local ad- 
vertising, "particularly in larger markets." 




Kenyon & Eckhardt's Stephens Dieti: Will more 
UHF stations mean smaller viewing audiences 
per station, and higher costs for the sponsor? 
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Its past and its present 



■ Television's rapid g r o \v t h 
through the late !94()s hroiii'ht 
about n virtual packing of the VHI" 
hands to the point where there was 
little room for expansion in most 
markets. 



To eope with this problem, the 
I'CC, in 1952. found it necessary to 
institute a free/e on new VHI* sta- 
tions. 

The commission next adopted a 
Table of Allocations desiuned to 



K<iier'i Richard C. Block, 
vice president <nd general manager 
of the group's three UHF outlets now under 
construction in Detroit, Los Angeles 
<nd Sin Frincisco. 




pro\ide eit\-b\-city a^Mgmnent^ for 
1436 V\i\' stations, j'he move was 
ealeulatet! to pn>\ide a full\ com- 
petitive natiiMial t\ sjstcm. for the 
FCC believed that both V and \' 
stations could co-exist in most mar- 
kets. 

I'ollouing the UHF- allocations. 
ninn\ outlets were opened, but some 
!()() later went dark, unable to cope 
with advertiser, programing and set 
problems. .Since then, the upper 
bands have been largeK avoided 
;ind unused. 

During the 10 \ears that fol- 
lowed, the rCC considered many 
aproaches to fostering UHI-^s 
grouth. dropping several after they 
uere found to be overK difficult to 
implement. 

For instance, in I^.^.^. the 1 C(" 
considered abandoning the deiiiter- 
nii\ of V and V stations in four 
communities. \\u\ later that \ear. it 
declared the problem to be national 
in scope, and set aside a "Notice of 
Proposed Rule Making" that hail 
been pre\ious!\ adopted to termin- 
ate deintermixture in these four 
cities. 

In 19.^6. the FCC went on record 
uith a statement declaring that the 
likcl) long-range answer to the al- 
locations problem lay in a complete 
movement of all tv outlets to UHF 
channels. 

Three years later, an unsuccessful 
attempt was made to obtain a 50- 
channel \'HF s\stcm. with the addi- 
tional spectrum space to ha\e come 
from the niilitan.'. 

This was ft^llowed b> two sug- 
gestions in I9M the lieuitcrmix 
of eight m.irketv b\ ci-tnv crtin_ a 
smizle \' station in ea>.h eit\ to 
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Former dirigible site now "anchors" UHF 



■ New York's renowned 
Empire State Building, now 
transmitting site for all the 
city's stations, including chan- 
nel 31, will also be used by 
other UHF outlets in the area. 

Channel 47, Linden, N.J., 
will telecast from the build- 
ing's mooring site (originally 
built as a dirigible anchor 
point) when the station opens 
in early 1965. Three appli- 
cants for channel 66 in Pater- 
son, N.J., also have filed pro- 
posals to transmit from the 
same location. (The FCC will 
consider applications for 
channel 66 in September.) 
Presently, only WNYC - TV, 
channel 31, is located at this 
point, 1 1 80 feet above aver- 
age terrain. An RCA engi- 
neering study found this to be 
a feasible area for UHF trans- 
mission. 

Until recently, however, 
all's not been so rosy. Con- 
tract negotiation problems had 
arisen between the stations 
and the building's owners. 
The outlets joined hands and 
formed an Empire State Tv 



Committee to carry on dis- 
cussions with the landlord. 

Result: a 15 -year lease, 
with three options of renewal, 
running up to 2013, at "very 
favorable" terms, according 
to a spokesman for the com- 
mittee. Rental and all other 
charges will be the same for 
all stations. 

Previously, this had not 
been the case. WNYC - TV, 
the latest station to use the 
site, had not received the ex- 
act contract terms as the other 
stations. Most important dif- 
ferentiation had been a higher 
electricity charge, which is 
now rectified under the new 
contract. 

There had been talk, prior 
to negotiations, that WNYC- 
TV would construct its own 
tower (on the World Trade 
Building), when the former 
contract expired in 1969. 

The building has made ar- 
rangements to provide extra 
power facilities to meet the 
needs of WNYC-TV, and all 
other UHF stations that will 
use the site. 




Empire State tower — from mooring site to UHF transmitter 



UHF; and all-channel receiver leg- 
islation. 

Although the FCC had previously 
deintermixed , Fresno and Bakers- 
field, its proposal to make an addi- 
tional eight markets all U: Madison, 
Wis.; Rockford, 111.; Hartford, 
Conn.; Erie, Pa.; Binghamton, 
N.Y.; Champaign, 111.; Columbia, 
S.C.; Montgomery, Ala. was made 
"unnecessary" by the adoption of 
all-channel legislation. 

With the passage of this bill, the 
commission agreed to shelve its 
proposal that all video be converted 
to the UHF bands. 

At the same time, the FCC 
abandoned another proposal to 
drop in a third VHF channel in 
eight cities: Johnstown, Pa.; Baton 
Rouge, La.; Dayton, Ohio; Jackson- 
ville, Fla.; Birmingham, Ala.; Knox- 
ville, Tenn.; Charlotte, N.C.; Okla- 
homa City, Okla. 

This proposal involved contro- 
versial drop-ins "at less than the 
minimum mileage separation re- 
quirements," and was opposed 
strongly by various broadcast organ- 
izations, such as AMST. 

Since these drop-in proceedings 
had been instituted before the all- 
channel law enactment, the FCC 
dropped its proposal (with the ex- 
ception of Oklahoma City) so that 
UHF's growth in these markets 
could be encouraged. (In Oklahoma 
City, channel five was assigned 
from Enid because there were al- 
ready three VHF stations in the 
former city.) 

At the end of 1963, the FCC 
Table of Allocations for existing 
UHF assignments listed 1345 com- 
mercial channels. But no more than 
86 — roughly six percent of the total 
channels — are in use. And of these 
86 UHFers, 10 are satellite stations, 
retransmitting the signal of the par- 
ent oudet. (Commercial time on 
these satellite operations is usually 
sold in conjunction with the parent 
station's time.) 

The 86 stations can be categor- 
ized into the following types of mar- 
kets: 

I. One-station coniininiities such 
as Miincie, hid.: Salisbiiiy. 
Lima and Zanesville, Ohio: Ander- 
son. S.C. The U operation in such 
cities usually has a network affilia- 
tion, and in a number of cases af- 
filates with two or all three net- 
works. 

Lack of competition in such coni- 
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nninitics is ncit iiecoss;irily an iiuli- 
cation that these stations, and others 
like them, are thriving. The signal 
of one or more V operations in 
nearby cities may reach the metro 
area of siicli a L'FIT outlet. In some 
eases, this has resulted in revenue 
losses causing the V outlet \o leave 
the air. 

2. All-lllir markets coinposcd of 
filhcr iwo or three Mdlions. 

These cities pose no problems 
for advertisers or viewers. The out- 
lets have network affiliations. Norm- 
ally, there is no designation that 
these are U stations, as opposed to 
V's, since there is little or no com- 
petition from V's with strong signals 
from other cities. 

Perhaps the only limitation is a 
lower rate card for each station, 
since the U signal doesn't have "'the 
numbers" (homes reached) outside 
the metro area. 

Two-station LTIF communities 
arc: Muntsville, Ala.; Lexington. 
Ky.; Ilarrisburg. Pa.; Yakima. 
Wash.; Springfield. Mass. 

Three-station markets are: Hak- 
crsfield. Calif.; Evansville, I'ort 
Wayne and South Bend. Ind.; 
Youngstown, O h i o; Scranton- 
Wilkes-Barre, Pa. 

The lone exception to the two or 
three station pattern is Fresno. 
Calif., which boasts four outlets, 
with a fifth licensed to Visalia- 
Fresno. 

3. Inteniiixed markets of either 
two or three stations, iisiutlly tno 
or three stations, usually two UflF 
outlets competing; a\:ainst one V'lIF 
facility. 

In these cities, the situation is 
similar to the all-U market opera- 
tion: the stations have network af- 
filiations and a proper share of the 
market. 

However, there is one substantial 
difference between outlets in these 
markets as opposed to stations in 
all-UHF communities. In all cases, 
the \'HF stations "have the num- 
bers" because of greater signal reach 
outside the metro area. Result: a 
higher rate card for the VHF sta- 
tions, and a direct distinction be- 
tween the two t>pes of broadcast- 
ing facilities. 

Since buying by "the numbers" 
is held to be the usual timebuyer 
criterion for spot purchases, the 
smaller I'HF audience is reflected 
in the spot buy approach. 

A Sponsor check of bu_\ers at 



leading ;igencies ihselosed a unanim 
it\ of opinion 

"We buy the \' station or sta- 
tions in the intermixed market." the\ 
sa\, ";ind if we decide we want some 
more coverage in the metro area, 
we place a few spots on the I . Hut 
the majorit\ of tlie budget giKs to 
the VI IF stations." 

In an attempt to offset the larger 
V audiences outside the metric area, 
the U operator offers such selling 
points as greater efficiency, un- 
duplicated homes, no overlap, etc. 

'Iwo L''s competing with one 
VIII' station is the predominent 
situation in the two categories of 
intermixed markets. 

These conununities are: Mont- 
gomery, Ala.; Hartford, Conn.; 
Champaign and Rockford, III.; 
Hinghamton, N. Y.: Frie. Johns- 
town and Lancaster. Pa.; Colum- 
bia. S.C; Madison, Wis. (Prior to 
passage of the all-channel bill, the 
FCC had proposed to deintermix 
eight of these markets.) 

There are fewer intermixed mar- 
kets with two VHF and one UIIF 
station. Ihey are: St. Petersburg- 
Tampa. Fla.; Louisville. Ky.; Knox- 
ville, Tenii. 



4 Indepetuli nt ('III- stations ai 
ieinptin\: to mrxe ota their mxn ami- 
iem <• n{< he h\ nlferini; "seletti\t 
\ie\\ini!." le. inuiorits or ethnu 
proi;ratt\inu. mnij^rise tht reiiuiininy 
t\pe of I III' market operation. 

Perhaps the keenest I versus \' 
competition exists m markets where 
such stations are operating. Hut this 
competition, as \et, is on a relative- 
l\ iniiuir sc:ile. In these cities, fledg- 
ing I' broadcasters have o|>cned 
against some of the top VI IF sta- 
tions in the nation l"or example 

I'nder the same ownership, 
KM FX- IV Los Angeles and 
KWF.\-TV San Antonio bi)th opi.T- 
ate as all-Spanish-language stations. 
Thev have been quite successful in 
reaching the Mexican - American 
popuhitions of Southern California 
and Fast Texas, and have attraeteil 
much sponsor interest. 

In Washington. WOOK-I V. of- 
fering a 100 percent Negro-oriented 
program schedule, has been tele- 
casting since early 1963. 

And the latest I' entry. Chicago's 
WCIL'. also aims its programing 
at various ethnic groups. 

Spanish International Sales, rep 
for the two Spanish-language sta- 



UHF and VHF Stations Reporting Profit or 


Loss 


By the Amount of Profit 


or Loss 






UHF 


VHF 


Totol Number of Stotions Reporting 


75 


448 


Number of Stotions Reporting profits 


43 


362 


Number of Stations Reporting Profits of: 






Profitable Stations os Percent of Total 


57.3 


80.8 


$3,000,000 and over 




21 


L500, 000-3, 000,000 




33 


1,000,000-1,500,000 




35 


600,000-1,000,000 




33 


400,000- 600,000 




25 


200,000- 400,000 


3 


49 


100,000- 200,000 


16 


73 


50,000- 100,000 


9 


48 


25,000- 50,000 


5 


17 


Less than 25,000 


10 


28 


Number of Stations Reporting Losses 


32 


86 


Unprofitable Stotions as Percent of Tola! 


42.7 


19 2 


Number of Stations Reporting Losses of: 






Less than $10,000 


3 


16 


10,000- 25,000 


9 


14 


25,000- 50,000 


4 


20 


50,000- 100,000 


10 


17 


100,000- 200,000 


1 


8 


200,000- 400,000 


5 


9 


400,000 ond over 


0 


2 


Source: FCC tv financial report, 1963 
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tions, points to a host of top na- 
tional sponsors currently on the out- 
lets: Armour, Standard Brands, 
Lever Bros., R. J. Reynolds, Warn- 
er-Lambert, Coca Cola, S. C. John- 
son, Quaker Oats, as well as others. 

The stations air tape or live pro- 
grams produced in Mexico City. 
Bullfight teleeasts, in particular, 
have attracted large audiences, even 
among the non-Spanish-speaking. 

"We started in Los Angeles when 
there were almost no converted sets 
among the more than 1.2 million 
Spanish-speaking population," says 
a spokesman for the rep firm. "Now 
there are 300,000 sueh sets, and 
at least 100,000 of them are in non- 
Spanish homes." ARB is now try- 
ing to sample the Los Angeles and 
San Antonio markets. 

Owners of the two stations have 
applied for channel 66 in Paterson, 
N.J. They plan an operation that 
would reach the New York metro 
area's Spanish-speaking population 
of nearly one million. However, two 
others have applications pending. 

Washington's WOOK-TV, the na- 
tion's only Negro-oriented tv outlet, 
has been operating on channel 14 
for little over one year. The sta- 
tion has carved out its share of the 
market against four VHF stations. 
But "the going was rough" at first, 
according to Vic Piano Associates, 
the station's rep. 

The Piano firm reports that there 
are now over 225,000 UHF re- 
ceivers in the market, and that the 
station has attracted sponsors sueh 
as Beech-Nut, Procter & Gamble, 
Coca Cola and Dodge. 

WOOK-TV is owned by United 
Broadcasting, a major operator of 
Negro-oriented stations. The group 
is building a channel 18 (WTLF) 
facility in Baltimore, has bought 
off-air WJMY. channel 20, in 
Allen Park (Detroit) and holds the 
license for off-air WACH-TV, 
channel 33, Newport News, Va. 
United plans to operate all three 
as Negro-oriented stations. 

Telecasting on channel 26, 
WCIU Chicago, has been on the air 
since February, 1964. In a market 
with four commercial VHFs, the 
outlet is offering Spanish, Polish, 
Swedish, Greek, Italian, Irish and 
German language programing, has 
some Negro-oriented shows and also 
airs soccer, boxing, wrestling and 
bullfights. 

The bullfight tapes (provided by 



the owners of the San Antonio and 
Los Angeles stations) have created 
quite a stir in Chicago. Spot Time 
Sales, rep for WCIU, reports sev- 
eral thousand letters of protest have 
been received to date, and finds 
that the interest generated an aid 
in audience promotion. 

The channel's daytime hours now 
belong to Sears, Roebuck & Co., 
which has bought 36 hours per week 
for 52 weeks. The huge department 
store and mail order operator is 



using the time to present shopper 
specials. To date, the channel has 
also signed American Home Prod- 
ucts, Ford, ^Anheuser-Busch and 
Sehaefer, for spots. 

According to Spot Time Sales, 
when the station opened there were 
an estimated 50,000 to 70,000 sets 
in the area capable of receiving 
UHF signals. The figure has grown 
to over 200,000 sets to date. Sears 
and Montgomery Ward report that 
they are each selling 1500 to 2000 



Typical Statement of Income for a 



INCOME 

Network 

National 

Regional 

Local 

Other 

Total 



Less agencies' and representatives' commissions 

Income after commission expense 
OPERATING EXPENSE 



Technical 

Program 

Sales 

General and administrative 
Total 



Net Operating Income (Loss) 
OTHER INCOME 



Purchases discount 
Rental Income 
Miscellaneous 
Tov/nsend Associates 

Total other income 

OTHER EXPENSE 

Interest 

Total Other Income Net of Other Expense 
NET INCOME (LOSS) BEFORE PROVISION 
FOR FEDERAL AND STATE TAXES 



$ 224,015.00 
566,361.64 
108,172.00 
571,310.22 
82,616.56 

1,552,475.42 

205,789.96 

1,346,685.46 



239,606.52 
350,372.99 
220,243.94 
263,547.15 

1,073,770.60 

272,914.86 



1,526.38 
3,205.33 
1,907.09 
1,987.28 

8,626.08 



127.78 
8,498.30 



$ 281,413.16 



Station's Schedule of Operating Expenses 
TECHNICAL EXPENSE 



Salaries and wages 

Maintenance and supplies 

Depreciation 

Power 

Rentals 

Miscellaneous 



$ 



Total 



149,504.18 
28,469.75 
40,853.51 
16,391.02 
1,850.00 
2,538.06 

239,606.52 



SPONSOR 



per week. It is cstiiiKiteJ tli.it owi 
500. (100 sets uill be in cniisuiiier 
lijiuls b\ \ear-eiKl. 

Milwaukee is perhans the sole 
market where a I I IF station is eoni- 
petiiii: as an iiitieivnilent on'ering 
programini: without etiinie ajipeal. 
'Ilie station has as its opposition 
three VUl-^ stations. 

The last entrant int») the market, 
WT'lir has broadcast on channel 
IS since \95'). 

Imvc \ears ago. there were almost 



no homes in MiNvaiikee ci|ui|>pe<l 
to reeer^e the iip|K-r frei|iieiieres 
loil.ij, nearl\ ail sets lia\e con 
verters. or are all-channel. 

Despite the passage of the all- 
cliannel legislation, there is little 
activit) Ml new UHI- stations pre- 
paring to go on the air this )ear. 

According to target ilates, the 
next station scheduled to open is 
WISJ. San Juan's first U facilit>. 
An NIK' a I filiate, the i'uerto Rico 
station IS planning lor a mid-August 



Successful UHF Station: 1963 

PROGRAM EXPENSE 



Salaries ond woges 


112, 403. 36 


Tolent solories 


69,053.66 


Music license 


31,093.70 


News service 




Film expense 




Depreciation 


ft Ci'^n OA 


Motor vehicle expense 


A OTA 1 7 

o,y / o. 1 / 


Outside production chorges & tolenf 


99 AftA OA 


Miscelloneous 


1 9 1 7 7*^ 


Total 


350,372.99 


OA\LCO CArClNOC 




Salaries and woges 


145,039.41 


Advertising ond promotion 


46,171.47 


Travel and entertoinment 


10,952.16 


Bod debts 


1,572.83 


Depreciation 


3,414.30 


Miscelloneous 


13,093.77 


Totol 


220,243.94 


GENERAL AND ADMINISTRATIVE EXPENSE 




Officers' salories ond bonus 


67,137.93 


Office soiaries 


34,600.99 


Social security toxes 


18,549.50 


State and local toxes 


9,139.57 


Repoirs ond mointenance 


27,892.17 


Professional services 


17,709.44 


Office supplies 


6,842.70 


Employees' bonus 


4,671.53 


Telephone 


10,1 16.84 


Dues ond subscriptions 


7,819.09 


Freight ond postoge 


10,976.75 


Insuronce 


15,239.02 


Trovel ond entertoinment 


13,919.08 


Depreciation 


9,609.87 


Motor vehicle license 


5,639.77 


Miscelloneous 


3,682.90 


Totol 


263,547.15 


TOTAL OPERATING EXPENSE 


$1,073,770.60 



ilehut. and \\\\\ also he the isl.uid's 
first I nclisli-Kinguage operation 

Antilles Itroadc.istiiig, owners of 
the channel I h st.ition. is .ilso ton- 
structiiiL' two satellites to carr\ 
WISJ's programing to .\Ia)ague/ 
(WC'iM/, channel 16) and Tonce 
(WI'SJ. channel 14) I hcsc two 
satellites are targeted for late I ^^64 

If all goes as planned, following 
the .San Juan station will be Boston's 
first rill er, plus a previousK off- 
air facilit) in Da) ton, Ohio. Bos- 
ton's independent \\IHS-I\' \\\\\ 
operate on channel ."^N. starting in 
September. Scheduled for the s.mie 
month IS \\ KI:I\ channel 22. in 
Da>ton. I he formerl) dark station 
was purchased h\ Springfield I V 
Corp.. and president Hill I'utnam 
notes: "We ha\e beeen assured of 
an adcqu.ite suppK of network pro- 
graming." A subst.intial number of 
sponst)rs ha\e alread\ been signed 
b\ the station. 

Additionall), several facilities, 
such as Kaiser's W'KBD Detroit and 
WNJL-TV Linden. N J., are I*hA- 
ing forward to starting broadcast 
operations early in 1^65. 

Sponsors will be carefully watch- 
ing CV and application activit) in 
some of the larger markets where 
a number of I's are being Iniilt. 
and where competing applicants are 
awaiting action. Such cities arc: 

Chicago — construction permits 
are t»utstanding for channels 32 
and 44: four applications for chan- 
nel 3S arc pending FCC decision. 

Cleveland — two applications fo.- 
channel 14, and three for channel 
65 are awaiting l"CC action. 

Detroit channel 50, now under 
construction, is expected to bo on 
the air no Liter than earl> 1^65. 

New "N'ork — channel 47 (Linden. 
.N.J.) is under construction; there 
are three applicants for channel n6 
( I'aterson. NJ.). 

Philadelphia — construction per- 
mits h.ive been issued for chann- Is 
23 anil 29; and for channel 41 
(Burlington. N.J ). 

San Francisci>— construction per- 
mits h.i\e K'en issued for ch.mnels 
20 .ind 44: two .ipplicants have ap- 
plied for channel 26. 

W.isliington — .1 construction p.T- 
nni li.is been issued for channel 20. 

Among these and other licensees 
and applicants are such f.imiliar 
n.unes as Faft. Rust Cr.ifl. K.ais<.r. 
I niteil Artists. \Licl adden H.irtvll 
.ind W .irner Bros ♦ 
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UHF: problems 



■ The major problem that has 
phigucd UHF has been a lack of 
tv sets able to receive all channels. 

The ElA's Jack Wayman puts 
the number of U capability sets 
at only six and one-half to seven 
million. This represents 10 to 12 
percent of the approximately 65 
million receivers in the U.S. 

The all-channel bill, prior to and 
after its effective date, caused a 
number of marketing problems. 

The FCC estimates that 88 per- 
cent of the nation's tv set owners 
are not within range of a commer- 
cial UHF outlet, and that 156 cities 
with populations of over 100,000, 
in a total of 28 states, have no ac- 
cess to U telecasting. 

As a result, set distributors were 
fearful that consumers would re- 
sist paying an extra $20 to $30 for 
a UHF tuner that they could not 
use. Manufacturers, however, 
through eost-cutting, have now re- 
duced fall model prices to no more 
than $10 (at the highest) above 
former VHF-only models. 

But prior to the April 30 date, 
many dealers built up large inven- 
tories of VHF-only sets. 

The El A estimates that about 
750,000 of these receivers are still 
on hand, and will not pass through 
the pipeline until November. 
Therefore, the big advertising push 
for UHF models should oeeur in 
conjunction with the Christmas sea- 
son. It will then be January before 
the first sales results of the all-ehan- 
nel bill can be measured. 

To provide additional relief to 
the situation, the FCC and other 
groups are pressing for a temporary 
end to the federal 10 percent excise 
tax. This would offset the price rise 
due to the inclusion of the UHF 
tuner. If relief is not granted, the 
FCC notes, "within the next five 
years an estimated $434 million will 
be spent by consumers who cannot 
use the extra UHF tuner." 



The House Ways and Means 
Committee is expected to consider 
removing the excise tax. But de- 
spite a great deal of support, indus- 
try sources report that passage of 
such relief appears to be dim. 

Since only 10 to 12 percent of 
the nation's receivers now have a 
U eapabihty, this total will be 
boosted sharply each year as all- 
channel sets move into viewers' 
homes. 

Based on the eight million fig- 
ure of tv sets manufactured in 1963, 
the ElA estimates set production 
will increase by one million each 
year for the next three years. This 
would mean 30 million all-channel 
receivers produced between 1964 
and 1966. 

The FCC's commissioner Lec, 
however, is glowingly optimistic. He 
predicts 15 million tv receivers will 
be sold this year alone! 



UHF Programing 

A second problem has been pro- 
graming. The independent UHF op- 
erator faces the very real question 
of how to fill air time without bene- 
fit of a network affiliation. 

This difficulty was a significant 
factor in the demise of many U fa- 
cilities during the 1950s. Although 
some factors have changed for the 
better since then, programing still 
poses an acute problem. 

The FCC noted the importance 
of this question when it "invited"' 
representatives of the three net- 
works to discuss making programs 
available to UHF outlets in inter- 
mixed markets. The commission is 
especially concerned with such 
availability for new U stations. 

The FCC's proposals were two- 
fold: a suggestion that networks 
share their programing or affiliation 




A new detent tuner, designed by the Sickles division of General Instruments, mechan 
ically "locks in" a station's signal, and makes UHF tuning similar to VHF channel selec 
tion. The tiny detent device has not been available for UHF sets s?nce the early 19S0s 
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in certain markets, and that net- 
work, shows not cleared by al'liliates 
be made available to independent 
stations in the same markets. 

Under the first proposal, which is 
opposed by the networks, there 
seems little that the TCC can do to 
compel the networks to share their 
affiliations or proyrams. 

The second proposal has actiialK 
been practiced for some time b\ 
a number of stations. It works this 
way: if a particular series is not 
cleared by an affiliate, an independ- 
ent operator can get permission 
from the show's sponsor to telecast 
the programs. Of coarse, such fac- 
tors as payment have to be agreed 
iip<.in. 

The networks at least tacitly ap- 
prove of this course of action, prob- 
ably because there is little non- 
cleared programing available in any 
given market. 

Today, unlike the early '50s, 
there is a great reservoir of off- 
network scries and film packages 
available to stations. These, to- 
gether with inexpensive live pro- 
grams and specialized appeal shows 
aimed at ethnic groups, will prob- 
ably constitute the independent 
UHF fare. 

Sponsor's contributing editor. 
Dr. John Thayer, assistant man- 
ager of market reports for Ameri- 
can Research Bureau, suggests that 
"the real answer may lie in the sta- 
tions' hiring of creative people." 

Certainl), U operators are giving 
a great deal of thought to the pro- 
graming problem, and a number of 
outlets see sports as the answer. 

As previously mentioned, W'UHF 
Milwaukee broadcasts live sports as 
its primary i\pe of programing 

The nation's next new independ- 
ent U, WIHS-TV Boston, plans a 
unique combination of educational 
and commercial programing, and 
sees sports in its future. 

Licensed to the non-profit Catho- 



lic Television Center Curp., the sta- 
tion is targeted to open on channel 
38 in September. 

I'lans call for its operation as a 
commercial facilit\ from 3 p.m. to 
late e\ening sigm^ff, while present- 
ing shows of a religious and educa- 
tional nature between 9 a.m. and 
3 p.m. A daily total of 15 hours 
of programing is scheduled. 

Hie Hub City's first U has al- 
ready bought a hefty package ot 
750 films from Warner Bros., plus 
numerous off-network syndicated se- 
ries from United Artists and MCA. 

Three films, sandwiched around 
several syndicated programs, are 
planned during the commercial pe- 
riod each day. 

As the station develops its pro- 
gram format and builds its audi- 
ence, it plans to add s[xirts, drama 
and discussion shows to its lineup 

"We're starting small," sa\s Aus- 
tin Harrison, general tuanager of 
the station, ". , . but we have quite 
a number of irons in the fire, and I 
feel sports e\entually will be one 
of our big activities." 

Another broadcaster taking a 
long, hard \ook at the program situ- 
ation is Kaiser Broadcasting. 

The group has a big stake in the 
future of UHF (Si'ONsqr. May II, 
p. 38) for it is building stations in 



Detroit, Corona (Ia)s Angeles) and 
San TVancisco. Kaiser was recently 
granted a CP for channel 41, Bur- 
lington, N J.. (I'hiladelphia) and 
also has an application pending for 
a station in the Chicago market. 

[he organization is carefully 
studying the needs of each of its 
communities. At W'KBO Detroit, 
targeted for early IV65, Kaiser sees 
sports as the hallmark of the station 
It is still making evaluations in its 
other markets. 

Typified by the Spanish-language 
outlets in Los Angeles and San An- 
tonio, Washington's Negro-oriented 
station and the multiple ethnic ap- 
peal of Chicago's channel 26, "spe- 
cialized programing" will play an 
increasingly important role in 
UH F's future. And this is an area 
that sponsors will view closely. 

■'We in advertising are going to 
be looking for such specialized au- 
diences with increasing keenness in 
the years ahead," states Kenyon <.*v: 
Fckhardt's Stephens Dietz. 

A concurring opinion is that of 
John Ccxik of Spot Time Sales, rep 
for the Chicago ethnic outlet He 
declares: "\'ati«.)nal, regional and 
local advertisers, aware of the type 
of viewer who buys a specific prod- 
uct, can now literally speak to him 
in his own language." 



Total Revenues, Expenses, and Income 



For 83 UHF Stations 

(In Millions of Dollars) 

Percent change 







1962 


1961 


1961-1962 


BroacJcasf 


Revenues 


S34.4 


S31.4 


- 13.8 


BroacJcasf 


Expenses 


33.5 


32.0 


- 7.9 


BroacJcasf 


Income (before 








FecJeral 


income taxi 


.9 


(.6) 


-250.0 



Source: FCC financial fv report, 1963. 
( ) cJenofes loss for 1961 
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Another exponent of ethnic UHF 
is Edwin Cooperstein, president of 
WNJU-TV Linden, N.J., which is 
set to go on the air in early 1965. 

Planning "quality ethnic" shows 
aimed at the New York area's large 
Spanish, Negro, Italian and Jew- 
ish populations, Cooperstein says, 
•'We have found good reception at 
major agencies for our concepts, 
and have already signed contracts 
with several national sponsors. We 
feel a major portion of our night- 
time programing will be sold before 
we open." 

During the day, WNJU's pro- 
grams will be largely New Jersey 
news available for sponsorship by 
regional and local advertisers. 

A mixture of Negro-oriented and 
foreign-language programing will 
be the fare offered by WJMY 
Allen Park, .Mich., when it returns 
to the air "around the first of next 
year," according to John Porter- 
field, recently named manager of 
the station. Specific details are now 
being worked out. 

Porterfield also told Sponsor 
that United Broadcasting (the sta- 
tion's new owner) will seek FCC 
approval to move the channel 20 
facility to a Detroit location. 

Other UHF Problems 

Sales. Attracting sponsorship to 
the smaller UHF viewing audience 
poses several problems to the U 
broadcaster. Stations may find it 
necessary to offer various package 
and discount plan inducements. 

A cheaper rate card will certainly 
be one of UHF's prime attractions. 
For example, the regional or local 
firm with a limited budget may find 
U outlets an attractive buy. 

Commissioner Lee sees an "im- 
portant upsurge" in local advertis- 
ing, "particularly in the larger mar- 
kets." 

"More competition," he adds, 
"will undoubtedly reduce rates in 
those markets where there has been 
a limited number of facilities." 

For example, Cooperstein of 
WNJU points out that his station's 



rates are about 75 percent less than 
the least-expensive time that can be 
bought on a VHF facility in the 
New York market. 

Also, his station will be equipped 
with color slide, tape and film broad- 
cast facilities and, adds Cooper- 
stein, "\Ve do not envision extra 
charges for color." 

It is estimated that it takes a 
period of five years for a UHF 
station to reach a profitable level of 
operation. Therefore, new U opera- 
tors must be able to survive several 
years of red ink operations before 
they can hope to turn the profit 
corner. 

Transmitting and receiving equip- 
ment. Until very recently, there has 
been little incentive for manufac- 
turers to beef up UHF broadcast 
equipment, which in some respects 
was not up to VHF quality. 

Costs, with the possible excep- 
tion of transmitters, were compara- 
tively the same for both U and V 
equipment. But at the NAB con- 
vention, RCA introduced a new va- 
por-cooled klystron transmitter that, 
according to the manufacturer, sim- 
plifies the device's complex tube 
cooling system. The cost of this 
transmitter is in the same price 
range as its VHF counterpart. 

Prior to its enactment, most set 
manufacturers opposed passage of 
the all-channel bill. But after its 
adoption, they have cooperated 
fully through the EIA in preparing 
for an orderly transition in the pro- 
duction of UHF-VHF equipped 
sets. 

They are now also carefully scru- 
tinizing home receiver equipment. 
Meanwhile, parts manufactur- 
ers have been at work to improve 
home receiver reception, especially 
the UHF tuner and antenna. 

The standard VHF detent tuner, 
which mechanically "locks in" a 
channel, has been absent from UHF 
equipment since the very early days 
of U telecasting. Instead, a viewer 
has had to use a continuous turn 
tuner to locate a U station's signal. 

An improved detent tuning mech- 
anism, that makes UHF tuning 
similar to VHF, has been designed 
by the Sickles division of General 
Instruments, and by Oak manufac- 
turing. 

Sickles, the nation's leading pro- 
ducer of tuners (over 80 percent of 



the market at year-end 1963), has 
found mixed reception from set pro- 
ducers for the detent device. Re- 
ceiver manufacturers are interested 
in the tuner for the more expensive 
models. But with cost-cutting the 
predominant philosophy in the 
more competitive, less expensive 
lines, producers are less enthusi- 
astic. 

Sickles has also designed two new 
tuners: an improved version of their 
transistorized model (less ghosting, 
more frequency stability); and the 
"Rembrandt," designed for easier 
tuning for UHF color. 

Industry sources look for further 
developments in the loop (indoor) 
antenna, which as yet does not 
have the reception capabilities of 
the rabbit ear VHF antenna. 

Propagation characteristics. A 
"natural problem" is the way engi- 
neers term the shorter reach of the 
UHF signal, which travels, they 
say, only as far as the horizon 
(30 to 35 miles). Comparatively, the 
VHF signal reaches about 60 miles 
from its transmitter site. 

As a result, a flagrant piece of 
misinformation was spread about 
UHF to the effect that it was not 
capable of serving a particular metro 
area effectively. 

A two-year study into this sub- 
ject was made by the FCC in the 
"cavernous" New York City area. 
Operating on channel 3 I , the com- 
mission made more than 5000 mea- 
surements of the station's signal. 
The FCC reached the unanimous 
conclusion that there is no signifi- 
cant difference in the signal quality 
of the V and the U within a 25- 
mile radius — which was the ex- 
tent of the test. 

There are some UHF operators 
who point out that their broadcast 
signals travel far beyond the 35- 
mile figure. 

CATV. During the past few 
years, community antenna systems, 
with little fanfare, have mush- 
roomed into a $50 million a year 
business. 

There are now 1295 CATV 
systems, largely located in moun- 
tainous, or otherwise inaccessible 
"grass roots" areas. Growth has 
been so rapid, that there is serious 
concern that continued expansion 
poses a threat to UHF's growth in 
smaller markets. 
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RCA't r«c«ntly introduced vjpor-tooled klystron UHF trintmittar is detnonslrited by 
Tom Mullownay (I), of tha bro<dc<st and cotnmunicitions products division, <nd Anita 
Eurbank of Northwestern Univarsily. Th« 2S0-pound tuba slides out onto a sp«cially- 
dasignad carriaga that ravolvas to parmit a frash tuba to ba placad into position. 



At the recent convention of the 
N'ationnl Comnuinity Television 
Assn.. an une.xpected development 
w;is the encouragement given to 
cable system owners to enter the 
broadcast field. Speaker after speak- 
er suggested that CAT\' owners ap- 
ply for UHf- licenses in comnuini- 
lies presently without Iwal video 
^ervice. 

High point was the speech by 
FCC commissioner Frederick Ford. 
He noted that, contrary to the con- 
siderable stress that has been placed 
on the limitation or containment of 
CA TV to allow full development of 
• UHF. a possible alignment of the 
two to aid all-channel operations 
'may be feasible. 

"Let me pose to you what vcr\ 
'■\ell mav be a solution to one of 



the basic problems we face of gi\- 
ing urban areas the choice of serv- 
ice with no loss of service to rural 
areas." he said. 

"How many of you." the com- 
missioner asked rhetorically, ■"woiikl 
establish UHF stations and cany 
them on your CAT\' s\ stems, if 
the commission rules permitted it?" 

Commissioner Ford pointed to 
the possible modification of I CC 
rules and a liberali/atii)n of the 
number of U stations permitted one 
owner. Such revision could result 
in the "immediate construction of 
hundreds of UHI- stations." he de- 
clared. 

S[H'( iiil f'C( (i>ii\n\illi'c. To fur- 
ther deKe into UHI'\ problems and 
their possible solutions, the I'CC, in 
l*)63. authorized the formation of 



ail uidiistr) adMsiir) coiumiitee 
known as the ( oinniittec for the 
l ull Development of AII-( hamiel 
Mroadcasting. 

Membership includes representa- 
tives of the three major nclvvorks, 
ad agencies, the 1:1 A. NAI'. A.M.SI, 
engineers, etc 1 he committee is di- 
\ ided into three groups; a subcom- 
luittee concerned with equipment 
and technical rules, a second look- 
ing into station i)perations and 
program a\ailabilit\. the l.ist one 
concerned with consumer inftirma- 
tion. 

During the anticipated life of the 
connnittee (two \ears from incep- 
tion), it will continue to eonduct 
meetings and make recominend.i- 
lions til the commission. 

From a strictK dollars-and-cents 
standpoint. UHF outlets have never 
been healthier. 1 he latest l-CC fi- 
nancial report, issued in late 1963. 
stated that "UHF' stations as a 
group reported the highest revenues 
in their history." despite the fact 
that there were man) more UHI' 
stations on the air in earlier \ears. 

In 1962, S3 UHF" stations re- 
ported total revenues of $34.4 mil- 
lion, or an average per station of 
about S4i 5.000. "(In 1954. with 
125 L'Hr- stations reporting a to- 
tal of S25.4 million, the average 
per station was $203,000.) This 
was only the second vear in which 
UHF stations as a group showed a 
profit — $900,000 ($300,000 in 
1960). 

The report notes that 57 percent 
of U statiiins reported profit.ible 
operations, but no st.uion reported 
profits of more than $300,000. This 
contrasts with the previous \ear 
when only 40 percent of I'HF out- 
lets rcfxirted profits. 

But the fact remains that caution 
is the bwvord in the industrv. .Spon- 
sors and potential UHF operators 
arc closeK watching the newer 
Ls as more and more all-channel 
receivers enter homes. 

Industrv sources estimate that 
perhaps 120 new C\{\- outlets will 
open durine the next five \ears 
This is nnl a substantial total in 
view of tlij m.un frequencv allo- 
cations still av.iil.ible Hut it diX's 
represent .i 150 percent improve- 
ment over the present number of 
UHF st.itioiis. I 1 \ears after the 
medium first bes:.in. ♦ 



August 10. 1964 



39 



A pioneer looks back to the early 
'50s when nearly insurmountable 
problems plagued U operators. A lot 
of misunderstanding still 
exists, he notes 



■ in attempting to write about UHF television, 
I shall, of necessity, have to approach it from a per- 
sonal basis, condensing more than a decade of day-to- 
day living with various tv channels into relatively few 
paragraphs. 

The problems that UHF is overcoming today are 
in many ways similar to problems faced in the early 
days of radio and VHP. 

For example, radio's pioneers slotted the frequen- 
cies they used into low, medium and high categories. 
They assumed that the bands above three megacycles 
were impossible to use. Later, this radio space was 
utilized and the arbitrary line of demarcation was 
moved up to 30 megacycles (the start of the VHP 
bands) . 

The engineering difficulties involved here have, 
of course, also long been overcome, as was the gap 
that existed between channels 6 and 7. This gap in 
the megacycle range was so wide that for a time the 
best technical brains in the industry believed that 
channel 7 could not be used. 

Today, with the benefit of hindsight, any com- 
petent electronic engineer will tell you that the differ- 
ence in propagation characteristics between channels 



found that our NBC network lineup, our first run 
feature films and our four hours daily of local, live 
programs are an indispensible part of our local scene. 
We note that even ARB and Njelsen seem to concur, 
although congressman Harris hasn't published his au- 
dience measurements of our area, yet. 

This one handicap — the political or economic 
problem of lack of receiver circulation — has afflicted 
UHF stations all over the country. 

Perhaps all of us are familiar with the fate of the 
show that gets a low rating. The same thing can hap- 
pen to a station. When the FCC opened up channels 
14 through 83, there were already some 15 million 
sets in public hands that could not tune in to these 
frequencies. Naturally, this placed an operator on these 
channels at a serious disadvantage, particularly when 
the operator had to pay the going price in his market 
for film, power, equipment, wages, etc. In short, he 
had to have a lot of unusual things going for him be- 
fore he could hope to turn the corner to profitability. 
The wonder is not that many UHF stations failed, 
but that some outlets survived. 

So don't let anyone tell you that there are insur- 
mountable technical problems with UHF. 

Yes, propagation is less effective at the higher fre- 
quencies, just as in the VHF band. But the FCC has 
allowed UHF channels to radiate more power, in order 
to compensate for this deficiency. 

The latest transmitting equipment is as efficient 
as anything made for the lower channels, and receiver 
sensitivity is, at long last, getting enough attention from 
manufacturers so that substantial improvements in front- 
end tuning are being made. 



Day-to-day living 



6 and 7 is much more dramatic than the difference 
between channels 13 and 14. 

With the development of better technology, we 
then crossed another man-made barrier: the line at 
the top of the very high frequencies — 300 mega- 
cycles — which brings us to UHF. 

Obviously, the boundaries of radio spectrum us- 
age are only as great and unyielding as are the limita- 
tions on human skill and need. When we have really 
wanted to use more space, we have done it. 

There is nothing strange or mysterious about UHF, 
any more than there was about the so-called high 
band channels a dozen years ago. The only real dif- 
ference is that most tv sets made in this country have 
not been equipped with the tuners necessary to receive 
our frequencies. It's as simple as that, although this 
little difference has been the cause of much discussion, 
heartache and misinformation. 

For example, I have witnessed men of integrity 
parroting the most fantastic and unfounded illusions 
about UHF; I have seen engineering brains in this 
field state that my station was not capable of serving 
our area. 

But the people of western New England have 



While much had been made of the supposedly 
dramatic "technical deficiencies" of the higher frequen- 
cies; no one has come forth with the story on the many 
technical advantai^es of using these channels. 

The famous TASO report is perhaps the most 
damaging of all the documented misinformation that 
has been circulated, but this report contains the admis- 
sion that it did not attempt to study the advantascs of 
UHF. 

These advantages include a complete, freedom 
from the annoyance of 'airplane flutter,' almost com- 
plete freedom from 'ignition noise' and no disturbance 
by diathermy machines. Perhaps most important, the 
report mentions nothing about the great difference in 
what is called multipath between the VHF channels 
and the UHF channels. This is the matter of ghosting 
caused by reflected signals from buildings or terrain. 
The UHF signal, being of shorter wave length, tends 
to bounce more clearly. This happy state actually 
makes UHF better in 'canyon' cities than the VHF 
channels that have long been in use in such areas. 

These are all advantages from the point of view of 
the public; but there are some merits that the broad- 
caster himself can envision. Towers for UHF antennas 
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c;in be less cvpcnsisc iluin lor iho m;issi\ol\ hc;i\N 
iijnlcniKis rciiiiircil lor \'H!- cluinncls. And present lio- 
sign o\' lr;insiiullcrs points to tiic possibilit\ of v;istl) 
cheaper innplilying equipment for UHI- lluin the older 
channels. 

The iiliiniale criterion of technical accept. i- 

bilit\ pcrfi>rnKnice can he measured onl\ in the mar- 
ket place of public rect>i;nition. 

I hi>se rm- broadcasters who ha\e had a fightinii 
chance l>\ virtue i>f program a\aihibilit\ have all been 
successful. lUit where giH>d pri>graming was unavail- 
able, or already offered by an established \' channel 
in the same area, the public had little incentive to 
tune to the U station. And this is a problem that all 
stations face, regardless of their channel numbers. 

It should be pointed out that l-ad\ Luck can con- 
tribute imnieasurabU ti> the success of a fledging UHI- 
broadcaster. Luck played an inipt>rtant role when ue 
.began t>perations back in 1^)53. when we managed 
to overcome a number of severe economic problems. 

We were lucky in that there was only one \'HI' 
station on the air in our region when we started. Thus, 
we were able to obtain, right at the outset, a substan- 
tial number of excellent network programs on an ex- 
clusive basis. W'e were fortunate in that ans viewer 
interested in watching either CBS' or NBC's program- 
I ing had to tune in to a UHF station, 

W'e were also lucky in that our stockholders \ iewcd 
our station not as a get-rich-quick proposition, but 
• as a means of serving and developing our community, 

(And they were willing to put more money into our 
operation to keep us alive during lean periods. For- 
tunatcK, these stockholders uill not have to wait until 



With UHF 



By William L. I'ntnam 
I'rcsidcnl 

.•sprincficld Tcloision |{r(>;idc;islinc Corp. 
(XVWI.l' .Spriimficid, WKM" Greenfield 
and \VJ/,H Worcester, .M;iss: WKIA- 
I);i>ton. Oliio) 

As workini: president of Sprini:jichl I y. Bill I'lil- 
mitii not only oversees the polieies oj jour (.'///• stdtiony. 
hilt per\on(illy works both before anil behind the vain- 
eras, makes sales eall\ anil perforiii\ siteli eliore\ a\ 
cliaiii.>inf; his stations' beacon lii:ht\, A stroin; belierrr 
ill eoininiinity iiiyolreineiit. he lias ^\■rittell and deliv- 
ered .some 4000 editorials diirini; the past five years. 
His stations liave also been in the forefront of tr 
bnmdcast iiinoyation: ainoin: the first to use videotape, 
local color-orii;iiiatioii equipment, ett . f lie li 
Spriin;fielil outlet svas one of the 
' first U facilities to open in 1^33. f 



the ne\t world lor their reward Ac have p.iid regul.ir 
(.|uarterly divideuils and \c.ir end i.\lr.is lor the p.isl 
six years 

N'or h.ive we sp.ired anv e\|K-nsc m ei|uippuu' 
our plant with the best avail.ible eqiiipnieni Ue were 
one of the first \ ideot.iiv-ei|uip|Kil st.itious in the 
country, and we were one of the ii.ition's eailiesi 
users of color, locally And b.n.k m the d.i\s ol II tilr, 
II iilc II orld, we did more network origin. itioiis than 
any comparable statK>n that I know of. We .ire on • 
of the \er\ tew local st.itions lo ha\e origin.iled simul- 
tanei>us pickups foi .ill three networks, and we've 
done it more than once. 

We have worked lor the recognition given to us 
by our comnuinity (.Springfield is our citv of license ) 
and the supi^ort we have received from national, re- 
gional and local advertisers I'vcry major retail con- 
cern in our area is a regul.ir, vear 'round patri>n of 
our facilities. \o nation.il ailverlising schedule is com 
plete vvithi>ut our statit>n. 

I suppose I could go on foi some lime appearing 
to ■'blow my own horn." But I want lo put across 
the point that a I IIF station can be successful. How- 
ever, you must offer what [voplc want to see; vou 
must be willing to persist against the real handicap of 
"no set circulation" at the outset; and you must be 
luckv enough to have good people wi.>rking for vou.* 






UHF Stations on the air 

state-by-state listing of all UHF sta- 
tions on the air as of August 1, 1964 



DIRECTORY 



ALABAMA 

Decatur— WMSL-TV, ch. 23, AP: 102 kw. VP: 
189 kw owner; Tenn. Valley Radlo-Tv 
Corp. (also owns WMSL-AM); reps: Gill- 
Perna, Clarke-Brown; network: NBC; began 
operation 1954. 

Florence — WOWL-TV, ch. 15, AP: 11.7 kw. 
VP: 20.9 kw.; owner: Tv Muscle Shoals 
(also owns WOWL-AM); reps: Gill-Perna, 
Ochs; network: NBC; began operation 1957. 

Huntsville— WAAY-TV, ch. 31, AP: 112 kw. 
VP: 204 kw.; owner: Rocket City Tv (also 
owns WAAY-AM); reps: Masia, Dora-Clay- 
ton; networks: ABC-CBS; began operation 
1959. 

Huntsville— WH NT-TV, ch. 19, AP: 324 kw. 
VP: 600 kw.; owner: No. Ala. Broadcasters; 
reps: Venard, Torbet & McConnell, Beaver- 
network: CBS; began operation 1963. 

Montgomery— WCOV-TV, ch. 20, AP: 100 kw. 
VP: 200 kw.; owner; Capital Broadcasting 
(Sale to WLEX-TV, Inc., pending FCC ap- 
proval); reps: Venard, Torbet & McConnell, 
Ayers, network CBS; began operation 1953. 



CALIFORNIA 

Bakersfield KBAK-TV, ch. 29, AP: 48 kw. 
VP: 117 kw.; owner: Harriscope, Inc.; rep- 
Young Tv; network: CBS; began operation 
1953. 

Bakersfield— KERO-TV, ch. 23, AP: 36.2 kw. 
VP: 72.4 kw.; owner: Time-Life Broadcast; 
(also owns five AM, four FM, and four 
other tv stations); rep: Petry; network- 
NBC; began operation 1953. 

Bakersfield— KLYD-TV, ch. 17, AP: 124 kw. 
VP: 234 kw.; owner: Kern County Broad- 
casting (also owns KLYD-AM); rep: BUi'- 
Tv; network: ABC; began operation 1959. 

Fresno KAIL, ch. 53, AP: 8.7 kw. VP: 
16.1 kw.; owner: B. L. Golden; rep: Piano, 
network: none (independent); began opera- 
tion 1961. 



Los Angeles— KMEX-TV, ch. 34, AP: 60.5 kw. 
VP: 121 kw.; owner: Spanish International 
Broadcasting (also owns KWEX-TV San An- 
tonio; has application pending for ch. 66, 
Paterson, N.J.); rep: Spanish International 
Network Sales; network: none (independent); 
began operation 1962. 

San Bernardino — KCHU, ch. 18, AP: 4.6 kw. 
VP- 9.1 kw.; owner: Sun Co.- rep: Savalli 
Gates; network: none (independent); began 
operation 1962. 

VIsalia (Fresno)— KICU-TV, ch. 43, AP: 87.1 
kw. VP: 162 kw.; owner: Sierra Broadcasting 
(also owns KSAN San Francisco, KBIF 
Fresno); rep: Avery-Knodel; network: none 
(independent); began operation 1961. 



CONNECTICUT 

Hartford— WHCT, ch. 18, AP: 87 kw. VP: 
158 kw.; owner: Hartford Phonevlsion (RKO 
General); (also owns five AM, four FM, and 
four tv stations); rep: RKO General; net- 
work: none (independent); began operation 
1960. 

New Britain-Hartford— WHNB-TV, ch. 30, AP: 
114 kw. VP: 210 kw.; owner: Plains Tv 
Corp. (also owns WICS Springfield, WCHU 
Champaign); reps: Young Tv, Kettell-Carter; 
network: NBC; began operation 1953. 

Waterbury— WATR-TV, ch. 20, AP: .94 kw. 
VP: 9.4 kw.; owner; WATR, Inc. (also owns 
WATR-AM-FM); reps: MasIa, Kettell-Carter; 
network: ABC; began operation 1953. 



DISTRICT OF COLUMBIA 

Washington— WOOK-TV, ch. 14, AP: 162 kw. 
VP: 274 kw.; owner: United Tv (also owns 
seven AM, three FM, and one tv station; 
additionally owns off-air WACH-TV New- 
port News, is buying off-air WJMY (TV) 
Allen Park, Mich., and holds CP for WTLF 
(TV) Baltimore); reps: UBC Sales, Piano; 
network: none (independent); began opera- 
tion 1963. 



four AM, four FM, and five additional tv 
stations); rep: Metro Tv Sales; network: 
ABC; began operaiton 1953. | 

La Salle— WEEQ-TV, ch. 35, satellite of 
WEEK-TV Peoria. 

Peoria— WEEK-TV, ch. 43, AP: 186 kw. VP: 
371 kw.; owner: West Central Broadcasting 
(also owns satellite WEEQ-TV La Salle)- 
rep: Katz; network: NBC; began operation 
1953. 

Peoria— WMBD-TV, ch. 31, AP: 500 kw. VP; 
1,000 kw.; owner: Midwest Tv (also o-*ns 
WMBD-AM-FM); rep: Peters, Griffin, Wood- 
ward; network: CBS; began operation 1958. 

Peoria— WTVH, ch. 19, AP: 100 kw. VP: 186 
kw.; owner: Metromedia (also owns four 
AM, four FM, and five additional tv sta- 
tions); rep: Metro Tv Sales; network: ABC; 
began operation 1953. 

Rockford— WTVO, ch. 39, AP: 77.6 kw. VP 
110 kw.; owner: Winnebago Tv Corp. (Bala- 
ban Stations, also owns three AM and four 
additional tv stations); rep: Blair Tv; net- 
work: NBC; began operation 1953. 

Springfield— WICS, ch. 20, AP: 155 kw. VP: 
309 kw.; owner: Plains Tv Corp. (Balaban 
Stations, also owns three AM and four addi- 
tional tv stations); rep: Young Tv; network 
NBC; began operation 1953. 



INDIANA 

Evansvllle — WEHT, ch. 50, AP: 108 kw. VP. 
200 kw.; owner: Gllmore Broadcasting; rep: 
Young Tv; network: CBS; began operation 
1953. 

Evansvllle — WFIE-TV, ch. 14, AP: 104.8 kw 
VP: 200 kw.; owner: WFIE, Inc.; rep: 
Katz; network: NBC; began operation 1953 

Fort Wayne — WANE-TV, ch. 15, AP: 218 kw. 
VP: 436 kw.; owner: Indiana Broadcasting 
(Corinthian Broadcasting); rep: H-R; net- 
work; CBS; began operation 1954. 



Fresno— KFRE-TV, ch. 30, AP: 144 kw. VP: 
288 kw. owner: Triangle Publications, Radio- 
Tv Div. (also owns five AM, five FM, and 
five additional tv stations); rep: Blair-Tv, 
network; CBS; began operation 1956. 

Fresno — KJEO, ch. 47, AP: 100 kw. VP: 
200 kw.; owner: Shasta Telecasting (also 
owns KVIQ-TV Eureka); rep: H-R; network 
ABC; began operation 1953. 

Fresno KMJ-TV, ch. 24, AP: 96.8 kw VP: 
192 kw; owner: McClatchy Newspapers (also 
owns three AM stations and has bought a 
fourth station subject to FCC approval), 
rep- Katz, network NBC; began operation 
1953. 

Hanford-Fresno KDAS, ch. 21, AP; 13.07 kw 
VP: 20.3 kw ; owner- L. Naron & C B. 
Sweeney, rep none; network; none (inde- 
pendent); began operation 1962. 



FLORIDA 

St, Petersburg-Tampa— WSUN-TV, ch. 38, AP: 
138 kw. VP: 257 kw.; owner: City of St. 
Petersburg (also owns WSUN-AM); reps: 
Venard Torbet & McConnell, Ayres; network: 
ABC; began operation 1953. 



ILLINOIS 

Champaign— WCHU, ch. 33, satellite of WICS 
Springfield. 

Chicago WCIU, ch. 26, AP: 102.5 kw. VP: 
190.5 kw.; owner; Weigel Broadcasting; 
rep: Spot Time Sales; network: none (in- 
dependent); began operation 1964. 

Danville WICD, ch. 24, satellite of WICS 
Springfield. 

Decatur WTVP, ch 17, AP: 110 kw VP- 

200 kw • owner- Metromedia (also owns 



Fort Wayne— WKJG-TV, ch 33, AP 144 kv. 
VP: 263 kw.; owner; WKJG, Inc. (Truth 
Publishing Co.); rep; Advertising Time 
Sales; network: NBC; began operation 1953. 

Fort Wayne— WPTA, ch. 21, AP; 2/ kw. VP 
175 kw.; owner: Sarkes Tarzlan; rep: 
Young Tv, network; ABC began operation 
1957. 

Lafayette — WFAM-TV, ch. 18, AP: 26.3 kw. 
VP; 186 kw.; owner- Sarkes Tarzlan; rep: 
Young Tv; network; CBS; began operation 
1958. 

Marlon— WTAF-TV, ch. 31, AP: 11.8 kw. VP 
21 9 kw ; owner; Northern Indiana Broad- 
casters; rep: Piano- network none (Inde- 
pendent); began operation 1962. 

Muncle— WLBC-TV, ch. 49, AP: 7.08 kw VP: 
14 1 kw - owner; TrI-Clty Radio Corp.; rep: 
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H'lnian nf'work ABC CB fJBC lif I n 
opcrition 195 J 

ou(h Bnl WNDU TV ch 16 AP Ml Iw 
VP 282 tw owner M hu\n.t Tflpc wliiv) 

Corp rfp Younq Tw rn>twOrk NBC bfq in 
opfr.itlon l^bS 

ouUi Bend WbBT TV ch 22 AP 24') kw 

VP -toa kw own*r South Ben I Tribune 

rrp Riynifr network CBS beq.\n operation 
1<»S2 

South Bend Elkhart WSJV ch 2B AP 116 

Viv 231 k* owner Truth Publishing Cl 

rep Advertising Time S.iles network ABC 
begin operation 1054 

I 

IOWA 

Fort Dodg<- KQTV ch 21, AP 174 4 kw 

VP 310 1 kw cwner Northwe^t(■rn Tv Co 

rep How.ird network NBC begin oper.ition 
1<)53 



KENTUCKY 

Lex nqton WKYT-TV ch 27, AP 108 kw 
215 kw owner Taft Broadcast ng reps- 
Venird Torb't & M'Conne' Avers networ 
ABC CBS began operation 1957 

Let nqtoo WLEX TV ch 18, AP 160 kw 
VP 3 0 kw owner WLEX TV rep Ray- 
mer network CBS NBC began operation 
I 1955 

Loui vil e WLKY ch 32 AP: 120 kw VP 
234 kw owner Kentuckiana Tv rep 
Venard, Torbet & McConnell network- ABC 
boqjn operation 1961 



MARYLAND 

Salisbury WBOC TV ch 16, AP 100 kw 
VP 200 kw owner WBOC, Inc reo 
Venard Torbet & McConnell network 
ABC CBS NBC began operation 1954 



MASSACHUSEHS 

Adams WCDC ch 19 sat-llite of WTEN TV 
Albany N Y 

Greenfield WRLP ch 32 satellite of V/WLP 
Springfield Mass 

Spr'ngfield Holyoke— WHYN-TV ch 40, AP. 
120 kw VP 224 kw owner: Hampden- 
Ha-npshire Corp rep Advertising Time 
Sales network ABC began operation 1953. 

Springfield VVWLP ch 22, AP 188 5 kw 
VP 376 kw owner Springfield Tv Broad- 
cast ng reps Hoi ingbery Kettell-Carter 
network: NBC began operat on 1953 

Worcester WJZB ch 14 satellite of WWLP 
Springfield 



MICHIGAN 

Sag naw-Say City— WKNX-TV, ch. 57, AP: 
95 5 kw VP 174 kw owner: Lake Huron 
Broadcast'ng rep: G' l-Pema network CBS- 
began operation 1953 



MISSOURI 

Popar Bluff KPOB-TV ch 15, satel ite of 
WSIL-TV, Harrisburg | | 

NEW YORK 

B nghamton VVBJA-TV, ch 34 AP 102 kw 
VP 204 kw. owner \V3JA-TV Inc np 
Savi li Gates network ABC began opera- 
tion 1962 

August 10, 1964 



Binqh ii>' n WINK TV h 4 6 1 .w 

VP 288 k* owner Bingtui t n Pr 
(G inne't rrp H R !w rk f.B 

Oper il on \'}' 7 

timiri Corn.nq \V VE T / h 18 i'*- • 
of YR r / ,r| . 



NORTH CAROLINA 

Asheville WISE TV h 62 AP 1? I* VP 
24 kw owner Wl E TV I Th " 

Radio Tv Enterpr n) rep none netw 'V 
NBC be9in oper.ition 195 3 



OHIO 

Akron WAKR TV ch 49 AP 10? kw VP 
213 kw owner Sunumt RidiO (Be on 
Journal Publishing John S Knight) rrp 
Raynicr network ABC b<*n.in operat on 
1953 

Lima VVIMA TV ch 35 AP 117 kw VP 
219 kw owner WLOK Inc rep Mirier 
network ABC NBC begin operition 1953 

Yoonqstown WFMJ TV ch 21 AP 89 5 
kw VP- 178 kw owner Vind ator Print nq 
Co rep Blair Tv network NBC br<) 
Operation 1953 

Youngstown WKBN TV ch 27 AP 2 34 kw 
VP 462 kw owner WKBN Broid astinq 
rep Raymer networl CBS begin ov'il n 
1953 

Youngstown WYTV ch 3 3 AP 105 kw 
VP 209 kw owner Youngstown Tv (Com 
munications Industries Cc-p ) rep Young 
Tv netwo'k ABC b gan opt rat ion 196' 

Zanesville WHIZ TV ch 18 AP 8 1 kw 
VP 14 8 kw o*ner Southei tcm Ohio 
Tv rep Savill Gat" network ABC 
NBC began operation 1953 

PENNSYLVANIA 

Erie WSEE ch 35 AP 05 5 lyv VP 191 
kw Owner Great Lakes Tv rep Meeker 
network CBS began operation 1954 

Harrisburg V/HPTV ch 21 AP 224 kw 
VP 447 kw owner WHP Inc ■ rep B air 
Tv network CBS began operation 1953 

HarrisburgYork-Lebinon WTPA ch 27 AP 
213 kw VP 426 kw owner N'whouse 
Broadcisting rep Hirnngton Rghfer A 
Parsons network ABC began opera' on 
1953 

Johnstown- WARD TV ch 56 AP 98 k a 
VP 178 kw owner Rlvo i Realty Co rep 
Weed Tv network CBS began operafon 
1953 

Lancaster Lebanon WLYH-TV ch 15 AP 
69 kw VP 130 kw owner Tnang e Pub 
lications (Radio- Tv D'v ) rep Bla r Tv 
network CBS began operat on 1953 

Scranton - Wllkes-Barre — V/DAU-TV ch 22. 
AP 53 7 kw VP 537 kA owr;r Ta". 
Broadcast rg reo Petry netwcV ABC 
began operation 1954 

Scranton - Wilkes-Barr WNEP-TV ch 16 
AP 53 7 kw 537 kw owner Ta't Broad 
casting rep Pe'ry network ABC b^an 
operation 1954 

Wl kes Barre - Scranton- WBRE TV ch 2 
AP 302 kw NiP 589 kw owK' V.BRE 
TV Inc rep- Kat: net* rk ',9C began 
operation 1953 

York WSBA-TV ch 43 A^ tb \ k* \P 
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TENNESSEE 

Kn .V e .'. TVl- h 2b AP I . « VP 
316 kw OA ' uCl 'ri Br ' iV) 

rrp Sava I /(i.lt tA rV AB n 

operation 195 5 

TEXAS 

an Anto o l-VVr> T/ 4] AP Iw 

VP 11 k A wner pan h I •rrri,!' nj 
Broid t ng 10 Own^ KV ^ T V L A 
geles) rep pani h Intrrnjt ')<■' h •• 

Si es netw rV none ( ndrpe d "t beg n 
opera" n 1955 



WASHINGTON 

Pasco KenncA . R hi n r£PRT/ h 10 
atrt •« of KIVA TV Yik 

Rich ind KNDU h 25 s.)t t f N 
Yakima 

Yik mi KIMATV h 29 AP 10 5 Va 

VP 105 k A ow r Cascide Bro,id>.a • ng 

Co rps Y niTy Vjorr nr'A rlr CB 

NBC brqan ooe'lt n 1953 

Yakirrvi KNDO h 23 AP 134 9 \h VP 

250 ' w owner Columb a Emo r Broad 

casting r p Avrry Kn d I nr-AOrl AB 
be^an operation 1959 

W«t V rgin a Park er^burg V/TAPTV h 15 
AP 10 5 kA VP 19 5 kA A r Z n.^ 
VI Publi h ng Co rep Sava /G.i'»s r-' 
w r\ CBS ABC NBC brgin per • n 10 3 

WISCONSIN 

Mid n .'. K .W TV h 2 7 AP '11a 
VP 200 kw owner M ^ on''nc ; B -d 
CI t ng Co rrp Young Tv ry' a ABC 
begin opera", on 1951 

f.' id son V,".1TV ch 15 AP U3 5 kw VP 
230 kw wn»r \'J orn Va Tv C rp 
Lee S'at reps '.W-er H,'".* t 

wort \B" beg n peri" n 1053 

M waukee WLHF ch 18 AP 128 k* VP 
256 k A owyr ViXIX Inc ts Pa 

network none ndeje^Jert began owa- 
I or 1959 



UHF stations that have suspended 
operations, but have not turned in 
their licenses 

ALABA,VA 

V t ry A AB . * 

V ry - • • S 
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CALIFORNIA 

Los Angeles — KIIX, ch. 22, owner: Centra! 
Broadcasting Corp. 

Sacramento — KVUE, ch. 40, owner: Capitol 
Tv Co. 

San Francisco — KSAN, ch. 32, owner: S. H. 
Patterson. 

CONNECTICUT 

Bridgeport — WICC-TV, ch. 43, owner: Conn.- 
New York Broadcasters. 

FLORIDA 

Miami — WGBS-TV, ch. 23, owner; Storer 
Broadcasting Corp. 

Pensacola — WPFA-TV, ch. 15, owner: estate 
of Charles W. Lamar. 



GEORGIA 

Atlanta — WATL-TV, ch. 36, owner; Rounsaville 
Stations. 



ILLINOIS 

Bloomington — WBLN, ch. 15, owner: WBLN, 
Inc. 



KANSAS 

Salina — KSLN-TV, ch. 34, owner: Prairie 
States Broadcasting. 



KENTUCKY 

Louisville — WEZI, ch. 21, owner; Mid- 
America Broadcasting. 



MASSACHUSETTS 

Cambridge — WTAO-TV, ch. 56, owner: Harvey 
Radio Labs. 



MICHIGAN 

Allen Park (Detroit) WJMY, ch. 20, owner: 
United Broadcasting. 



MISSISSIPPI 

Meridian — WCOC-TV, ch. 30, owner: Missis- 
sippi Broadcasting. 



NEW JERSEY 

Asbury Park WRTV, ch. 58, owner: Rust 
Craft Broadcasting. 



NORTH CAROLINA 

Charlotte WUTV, ch 36, owner- Century 
Advertising. 



OHIO 



Ashtabula WICA-TV, ch 15, owner: Radio 
Enterprises of Ohio. 



Dayton — WKEF, ch. 22, owner: Springfield 
Tv Target date September, 1964. 



OKLAHOMA 

Tulsa — KCEB, ch. 23, owner: Elfred Beck. 



OREGON 

Portland — KHTV, ch. 27, owner: Bernard B. 
Cantor, trustee. 



PENNSYLVANIA 

Allentown — WFMZ-TV, ch. 67, owner: Penn- 
Allen Broadcasting. 

Bethlehem — WLEV, ch. 51, owner: Steinman 
Stations. 

Harrisburg — WDTV, ch. 71, owner: James A. 
McKenna Jr. Stations. 

Lock Haven — WBPZ-TV, ch. 32, owner: Lock 
Haven Broadcasting. 

Philadelphia — WPCA-TV, ch. 17, owner: Aa- 
ron J. Katz. 

Pittsburgh — WAND-TV, ch. 53, owner: Greer 
Stations. 

Pittsburgh — WENS, ch. 22, owner; Telecasting, 
Inc. 

Scranton — WTVU, ch. 44, owner: Appalachian 
Co. 



RHODE ISLAND 

Providence — WNET, ch. 16, owner: Channel 16 
of Rhode Island. 



TEXAS 

Corpus Christi — Kill, ch. 22, owner: South 
Texas Telecasting. 

Houston— KNUZ-TV, ch. 39, owner: KNUZ Tv 
Co. 

Midland — KDCD-TV, ch. 18, owner: Midland 
Telecasting. 



VIRGINIA 

Danville — WBTM-TV, ch. 24, owner: Piedmont 
Broadcasting. 

Newport News — WACH-TV, ch. 33, owner: 
United Broadcasting. 



WEST VIRGINIA 

Charleston— WKNA-TV, ch. 49, owner; J. L. 
Smith, Jr. 

Milwaukee — WCAN-TV, ch. 24, owner: Lou 
Poller. 



CPs granted by FCC for UHF stations 
- to Dec. 31, 1963 



ALABAMA 

Birmingham — WBMG, ch. 42, AP: 8.9 kw. 
VP: 16.6 kw.; owner: Winston-Salem 
Broadcasting; target date unknown. 

Tuscumbia WVNA-TV, ch 47, AP: 110 kw. 
VP: 220 kw.; owner: E. H. Darby; target 
date unknown. 



CALIFORNIA 

Corona (Los Angeles) KICB, ch. 52, AP: 
95 kw. VP 190 kw ; owner: Kaiser Broad- 
casting target date unknown. 



San Francisco— KBAY-TV, ch. 20, AP: 81.3 
kw.; VP: 151 kw.; owner: Bay Tv; target 
date unknown. 

San Francisco-T^KFOG-TV, ch. 44, AP: 7.5 
kw. VP: 12.6 kw.; owner: Kaiser Broad- 
casting; target date unknown. 



CONNECTICUT 

New Haven — WELI-TV, ch. 59, AP: 10.2 
kw. VP: 19.5 kw.; owner: Connecticut 
Radio; target date unknown. 



ILLINOIS 

Chicago— WOGO-TV, ch. 32, AP: 100 kv/. 
VP: 200 kw.; owner: Television Chicago 
(Balaban Stations & Transcontinental Pro- 
perties); target date unknown. 

Chicago— WSNS, ch. 44, VP: 167 kw.- 
owner: Essabess Tv Associates; target date 
unknown. 



KENTUCKY 

Ashland— WALN-TV, ch. 59, AP: 130 kw 
VP: 250 kw.; owner: Polan Industries- 
target date unknown. 

Newport — WNOP-TV, ch. 74, AP: 8.7 kw. 
VP: 17.4 kw.; owner: Tri-City Broad- 
casting; target date unknown. 



MARYLAND 

Baltimore — WTLF, ch. 18, AP: 12.6 kw 
VP: 21.4 kw.; owner: United Broadcasting 
target date unknown. 



MASSACHUSETTS 

Boston— WIHS-TV, ch. 38, AP: 123 kw. VF. 
245 kw.; owner: Archdiocese of Boston- 
target date fall, 19S4. 



MICHIGAN 

Detroit— WKBD, ch. 50, AP: 112.5 kw. VP: 
225 kw.; owner: Kaiser Broadcasting; tar- 
get date Jan. 1, 1965. 



MISSISSIPPI 

Jackson— WJAQ-TV, ch. 25, AP: 120 kw 
VP; 240 kw.; owner: McLendon Telecast 
ing; target date unknown. 



NEW JERSEY 

Linden (Newark)— WNJU-TV, ch. 47, AP: 
100 kw. VP: 200 kw.; ov;ner: New Jersey 
Tv Broadcasting; target date early 1965. 



PENNSYLVANIA 

Erie — WEPA-TV, ch. 66, AP; 97.7 kw. VP: 

195 kw.; owner: WEPA-TV Inc.; target 
date unknown. 

Philadelphia— WGTl, ch. 23, AP: 138 kw. 
VP: 276 kw.; owner: Bernard Rappaport 
target date unknown. 

Philadelphia— WIBF-TV, ch. 29, VP. 1150 
kw.; owner: William L. Fox; target date 
unknown. 



TEXAS 

Austin— KVET-TV, ch. 24, AP: 9.3 kw. VP. 
18.6 kw.; owrer: Austin Broadcasting Co. 
target date unknown. 

Austin KXTN, ch. 67, VP: 77 5 kw.; owner 
Texas Longhorn Broadcasting Corp.; target 
date unknown. 

Dallas— KAEI, ch. 29, AP: 53.7 kw. VP: 107 
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kw owner Autoni itf 1 Elcclroni t ir i 
d.itr unknown 

NiLogdochfs KIES ch 19 AP 9 12 kA 
VP 18 6 kw ownjr GPS oggms 
tjrtjft dJtf unknown 

UERTO RICO 

Sin Ju.in WTSJ h 18, AP 100 kw VP 
200 k,v ownfr Antilles Broad .> tin i 
Corp tjrgft ditc Augint. 19t)4 (Engii h 
hnquigc programing) 

CPs granted by the FCC since 
Jan. 1, 1964 

CALIFORNIA 

S.in Difgo ch 39 owner Sin Diego To 
casters target d.ite unknown 

Santa Ros.i ch 50 owner S.inta Rosa bn 
terpnses t-irgot date unknown 

DISTRICT OF COLUMBIA 

Washington WDCA TV ch 20 AP 300 1 
kw VP 600 2 kw owner Cap tal Broil 
casting target date unknown 

FLORIDA 

Jacksonvil VVJKSTV ch 36 AP 250 

kw VP 500 kw owner Sust Craft Broad 

cisting target date unknown 

NEW JERSEY 

Burlington (Phi idelphia) ch 41, owner 
Kaiser Broadcast ng target date unknown 

VVildwood WCMC-TV ch 40, AP 1 4 kw 
VP 8 kw owner Francis J Matrangola 
target dat» unknown 

PUERTO RICO 

Mayaguez WGMZ ch 16 owner Antil es 
Broadcasting Corp target date late 196'" 
(sifllitc of WTSJ San Juan) 

Ponce V/PSJ, ch 14 owner Antilles Broad- 
casting Corp target date late 1964 (satel 
lite of WISJ San Juan) 

1963 tv applications for new UHF 
stations still penciing FCC action 

ALABAMA 

Birmingham ch 48 applicant Chapman 
Radio i Tv Co (owner of WCRT AM FM 
Birmingham) 

Fairf eld (Bimi ngham) ch 54 applicant 
Syrnphony Network Association 

HuntsviHe — ch 19 applicant Sni th Broad 
cast ng Inc 

Huntsville ch 19 applicant iNorth Alabama 
Broadcasters (principal Charles F Gr sham 
IS vice pres dent of WAPI AM FM TV 
B rmingham) 

Tuscaloosa —ch 45 applicant TeeviiOn 
Broadcast ng Circu Is 

CALIFORNIA 

Fontana (Los Angeles) ch 40 app c mt 
Internationa Panorama Tv 

Guasti (Los Angeles) h 40 applican' 
Broadcasting Service of America 

Sacramento — ch 40 app icant Camellia " ly 
Teiecasters 
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VVRCM FM Now rifans . d his inter t in 
WORA TV Miyique/ WFQM FM ind V/Kvf,. 
San Juan nd W VI TV t Croi< V I 



GEORGIA 

At mta ch 36 app i int uprene Bro ! 
casting (owner of VVJRM TV and WRCM 
FM New Orleans, and his inter t m 
W RA-TV Miyiguez WFuM FM and WKYN 
S^p Juan ana WSVI TV St Cr n VI) 



ILLINOIS 

Chicago ch 38 appi cant Chicagoland Tv 
(50 percent principal Thomis L Dav s i 
general manager of WAAF Ch c igo ^nj 
ha^ an inttrcst in WBOW Terrc Haute and 
WHUT Anderson Ind ) 

Chicago ch 38, app icant Kai er BrojJ- 
casting (owner of KHVH AM TV Ho 
lulu, KHJK TV Hilo, KICB (TV) Coro j 
Los Angeles KFOG-TV FM San Francisco 
and WKBO (TV) Detroit) 

Chicago ch 38, applicant Warner Bro 
Pictures 

Springfield ch 26, applicant M dwest Tv 
owner of WMBD AM FM TV Peor a and 
VVCIA (TV) Champaign) 

Springfield ch 26, applicant Springfield 
Telecasting (has nterest in KVOR Colorado 
Springs, and KTUR Turock) 



INDIANA 

Anderson ch 26 app cant B J Wheat 

Indanapolis ch 39 applicant Amer can Tv 
<(. Pub c Information Service 



KENTUCKY 

Lexington ch 40 applicant Bluegrass Bro d 
casting (owner of WCM AM FM A h and 
WFKY Frankfort WVLK-AM FM Leung 
ton and WHOO AM FM Orlando) 



LOUISIANA 

Baton Rouge -ch 28 app icant j A For 
tenberry (owner of WFFF Co umb a a 3 
WFOR Hatticsburg f.l ss ) 

MARYLAND 

Ba Iimore ch 72 app .ant Er,say T\ 

MASSACHUSETTS 

Bost n h 44 app an*. Integra*»d 
mu a' n Systf 
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MISSISSIPPI OKLAHOMA 

Matt esburrj ch 17 app i t .v' '' « 

Inc (owner of VSFFF Co rr a v. F TV 

Ha't esburg M ss A' 
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THE MOST 
IMPORTANT V4' 
IN TIMEBUYING 
TODAY 




The Monday stack may hide many 
needles. SPONSOR'S not one of them. 
To a buyer, SPONSOR pops out of the 
pile as the most important Va" in his 
buying mix— that tureen of soup in the 
back of his mind that needs the con- 
stant stirring in of SPONSOR'S top-of- 
the-news; of SPONSOR'S significance- 
of-the-news; of SPONSOR'S spotting of 
trends; of SPONSOR'S scouting of the 
future. It's all about broadcasting and 
it's geared entirely to buying. SPONSOR, 
the "extra margin" in the profession of 
buying time, and the selling to time- 
buyers. 555 Fifth Avenue, New York 17. 
Telephone: 212 MUrrayhill 7-8080. 
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OREGON 

Eugene — ch. 20, applicant: New Horizon 
Studios. 



TENNESSEE 

Kingsport — ch. 28, applicant; American Tv 
Service. 



TEXAS 

Austin — ch. 24, applicant: Austin Broad- 
casting (owner of KVET Austin). 

El Paso — ch. 26, applicant: Southwestern 
Broadcasting. 

Ft. Worth — ch. 20, applicant: Trinity Broad- 
casting (owner of KJIM-AM-FM Ft. Worth). 

Ft. Worth — ch. 20, applicant: Warner Bros. 
Pictures. 

Houston — ch. 29, applicant: Automated Elec- 
tronics. 

Houston — ch. 29, applicant: KXYZ, Inc. 
(owner of KXYZ-AM-FM Houston). 

Houston — ch. 23, applicant: TVUE Asso- 
ciates (has interest in KARD Wichita, 
KCKT Gerat Bend, KGLD Garden City. 
KOMC McCook, and KRYS Corpus Christi) 

Houston — ch. 23, applicant: United Artists 
Broadcasting. 

Lubbock — ch. 20, applicant: Southwestern 
Broadcasting. 

Odessa — ch. 24, applicant: Southwestern Broad- 
casting. 

Victoria — ch. 19, applicant: Guadalupe Val- 
ley Telecasting. 

Victoria — ch. 19, applicant: Victoria Tv. 

Wichita Falls — ch. 22, applicant: R. B. 
Knight. 



VIRGINIA 

Charlottesville — ch. 64, applicant: Virginia 
Broadcasting. 

Staunton — ch. 36, applicant; Shennandoah 
Valley Broadcasting (owner of WSVA-AM- 
FM-TV Harrisonburg; principal Evening 
Star Broadcasting is owner of WMAL-AM- 
FM-TV Washington). 



WISCONSIN 

Eau Claire — ch. 25, applicant: Chippev.a 
Cable Co. 

Applications for UHF stations filed 
with FCC since Jan. 1, 1964 

ALABAMA 

Anniston — ch. 70, applicant: Anniston 

Broadcasting Co.; owners of WHMA-AM- 
FM Anniston. 

Anniston — ch. 70, applicant: Chapman Radio 
& Tv; owners of WCRT-AM-FM Birming- 
ham. 

Gadsden — ch. 37, applicant: Chapman Radio 
& Tv; owners of WCRT-AM-FM Birming- 
ham. 

Homewood (Birmingham) — ch. 54, applic- 
ant: Chapman Radio & Tv; owners of 
WCRT-AM FM Birmingham. 



CALIFORNIA 

Carmel — ch. 35, applicant: Carmcl Broadcast- 



ing; owners of KRML Carmel 

Modesto — ch. 17, applicant: Redchester 
Broadcasting Co.; owners of KLOC Ceres, 
Calif. 

San Diego — ch. 51, applicant: Jack 0. Gross 
Broadcasting Co. 

San Francisco — ch. 26, applicant: Tv Sdp 
Francisco. 

San Jose — ch. 48, applicant: Urban Tv Corp. 
Walnut Creek (Rheem) — ch. 26, applicant- 
Jerry Bassett, Inc. 



FLORIDA 

Clearwater — ch. 32, applicant: Bay Broad- 
casting Co. 

Miami — ch. 44, applicant: Gateway Tv Corp. 



ILLINOIS 

Chicago — ch. 38, applicant: Field Communica- 
tions Corp. 

Freeport — ch. 23, applicant: Rock River Tv. 

Springfield — ch. 36, applicant: WPFA Radio, 
Inc.; owners of WCVS Springfield. 



LOUISIANA 

New Orleans — ch. 26, applicant: Channel 26, 
Inc.; owners of WWOM New Orleans. 



MARYLAND 

Cumberland — ch. 17, applicant: Potomac Val- 
ley Tv. 



MINNESOTA 

Minneapolis— ch. 23, applicant: Associated Tv 
Corp. 

Rochester — ch. 55, applicant: Cable, Inc. 

Rochester — ch. 55, applicant: Rochester Tele- 
casting Co. 

St. Paul — ch. 23, applicant: Capitol City Tv 
Co. 



NEW HAMPSHIRE 

West Lebanon — ch 49, applicant: Upper Val- 
ley Tv. 



OHIO 

Columbus — ch. 40, applicant; Farragut Tv 
Corp.; part owner of KMIN Grants Pass, 
N.M. 

Port Clinton — ch. 31, applicant: Ohio Radio 



PENNSYLVANIA 

Erie — ch. 24, applicant: Jet Broadcasting 
owner of WJET Erie. 



TEXAS 

Houston — ch. 29, applicant: Crest Broadcasting 
Co. 

! 

PUERTO RICO 

Mayaguez — ch. 22, applicant Electronic 
Enterprises. 

Ponce — ch. 20, applicant: Electronic Enter 
prises.. J 

San Juan — ch. 30, applicant; Electronic 
Enterprises. 

SPONSOR 



Yoli 
plan your 
own group 
meeting 




or you can 
call a Slieralon 
Divisional 



Sales Manager 



faud relax) 



NOW PHONE SHERATON COLLECT and really get 
your group meeting oft right. Sheraton takes over 
all the arrangement headaches — whether you're 
planning a single meeting or a series of them . . . 
in hotels, motor inns, resorts . . . locally, out ol 
town, or out ol the country. 



Here's a list of Sheraton Omsional Sales Man 
agers. Just call or write the one nearest you. In 
DetroiU Phone the Sheraton Cad Mac (WO I -'000) 
lnWashingfon,D.C.- Sheraton Park (CO 5-2000) 
In New York - Park-Sheraton (CI 7-8000) In 
Chicago - Sheraton Chicago O^H 4 4100) In 



San Francisco -Shera;on Paixe (EX 2 ?500) In 
Miami - Sheraton Reser\at on 0" ce (377 0?75) 
Or contact District Sales Vanajer of a vS era'on 
Hotel or f.'otor Inn, coast to coas* i U S , n 
Hawaii, Canada, lama ca. Puerto R co, Vene:ue a. 
Nassau, Mexico, Israel. 



00 Slicraioii Ilofels & Mo((H' Inns 
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THE CHANGING SCENE 
FC&B's First-Half Figures Show Substantial Increase 



Financial reports continue to 
roll in — with Foote, Cone & 
lidding showing substantial in- 
creases in both gross and net 
income. Gross billings for the first 
half of 1964 totaled $97.8 million, 
up from the 1 963 first half level of 
$76.9 million. 

Net income for the agency was 
$1,283,000 (75 cents per share) 
in the first six months, compared 
with $973,000 (56 cents per share) 
in 1963. 

FC&B billed $85.4 million in 
radio and television combined in 
1963 and ranked number eight in 
broadcast users. A total of $61.3 
million went into network tv and 
$17.9 million into spot. 

Robert F. Carney, chairman of 
the publicly owned FC&B, empha- 
sized that although the agency ex- 
pects volume and earnings for 1964 
to be substantially above those for 
1963, it is impossible to project firm 
annual earnings on the basis of 
operations for a six-month period 
only. 

"The reason for this," he ex- 
plained, "is that although advertis- 
ing is not a seasonal business in 



terms of products advertised, our 
income 'and the income of most 
agencies drop sharply during the 
third quarter because television 
volume drops appreciably during 
the summer and is not replaced by 
expenditures in other media." 

Carney added: "In light of these 
aspects, the management anticipates 
that earnings for the second half 
of 1964 will be appreciably lower 
than those shown for the first half 
of 1964." 

The FC&B chairman also re- 
ported additional ad assignments 
from two clients, plus the acquisi- 
tion of three new clients: Hammond 
Organs, Booth Fisheries and Capi- 
tol Records. 

Cox Broadcasting Joins 
Earnings Bandwagon 

Still another broadcast group re- 
ports a substantial boost in revenues 
over 1963. The net income of Cox 
Broadcasting Corp. and its sub- 
sidiaries for the first half of 1964 
was 34 percent greater than the 
previous year. 

Consolidated net income for Cox, 



which was just admitted to trading 
on the New York Stock Exchange 
totaled $1,477,140 (equal to 67 
cents per share) for the first six 
months of 1 964. Last year's figure 
was $1,099,495 (or 55 cents per 
share). 

Revenues for the first half were 
$10,1 12,200 as compared with $6,- 
685,240 the previous year. 

J. Leonard Reinsch, president of 
the broadcasting company, said the 
favorable earnings report reflects 
continued strength in the company's 
television and radio operations. 

Cox Broadcasting owns and ope- 
rates television and/or radio sta- 
tions in Atlanta, Ga.; Dayton, Ohio; 
San Franeisco-Oakland, Calif.; 
Charlotte, N.C., and Miami, Fla. 
Subsidiaries of the company own 
CATV systems in Pennsylvania, 
Oregon and Washington. 

Clark Dps Ad Activity 

D. L. Clark Co. has scheduled 
the largest tv advertising program in 
its history for the fall-winter quarter, 
according to Robert L. Carmichael, 
director of sales for the 77-year-old 
candy firm. 

The company has programed a 
saturation schedule of one-minute 
and 20-second spots in 65 major 
markets beginning in early Septem- 
ber. The spots, produced by Cas- 
cade, Hollywood, Calif., will stress 
the quick-energy and fun values of 
Clark candy bars. Most of the spots 
will run during after-school hours 
and on Saturdays. 

The campaign will embrace both 
back-to-school and Halloween sea- 
sons as well as the fall and winter 
sports and recreation periods. Don 
Kemper Co., Chicago, is Clark's 
agency. 

Golf Series Syndicated 

Long-time tv sports show, All- 
Star Golf, will be available for syn- 
dication by Screen Entertainment 
Corp. This series of 39 one-hour 
programs, all of which are available 
in color, enjoyed a six-year run on 
NBC and ABC. 

Commentator for the series is 
Jimmy Demarct, a three-time win- 
ner of golfs masters tournament 
prize. To sharpen competition, All- 
Star Golf awards the winn:r of each 
match a cash prize of $2000, while 
the loser takes home $1000. 



Ill mil I., I lllllll ml m i iiiiiim i i- -t«iiirtlllllli mil llllllllllllli iiillllli^ 

RADIO RECORD CONTEST I 




Bob O'Connel, Kenyon & Eckhardt, won first prize in the recent WFIl Philadelphia 
Radio Record Contest in which timebuyers answered questions based on an LP sent 
by the Philadelphia station. Picking the winner is Ned Rogers (c) of Gray & Rogers, 
flanked by WFIL manager George Koehler (I) and commercial manager Lud Richards. 
Station drew 44 percent response from the national mailing. 
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No maner how you figure it: 





7 





With your heart . . . Consider that the objective of 
your United Fund or Community Chest is not just to 
raise money— but also to raise human hopes. That the 
objective is not simply to get a red line to the top of 
a cardboard thermometer, but to get people back on 
their feet. That the object ve is really not to meet 
quotas, but to meet your responsibilities as a member 
of the commun ty. It's this simple the ch ldren you 
give health and hope to today could be the ones who 
will give vitality to your town and your firm— tomorrow. 




I 



T 

i 

T 



« 



II 



With your head ... The United Way's once a year 
appeal supports the health, welfare and recreat on 
services that make your community a better place to 
I ve, work and raise a family It operates on bus ness 
pr nciples Through regular aud ts of budgets and 
services by local c tizens. current commun ty needs 
are fulf ed, through planning future needs are pro- 
grammed He'p your company's standing m the com 
muhity by your o.vn leadership, a generous corporate 
g ft and an employees' payro payment p an 



Your company should give luij support to 
this year's united Way Campaign! 



August 10. 1964 
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THE CHANOINO SCENE 



Ad Agency Gals Wanted: 
'Miss Sky Ride' Contest 

Since there are so many pretl) 
girls employed in the advertising 
ageney-radio-tv industries, the oper- 
ators of the Swiss Sky Ride at the 
World's Fair are making a speeial 
point of inviting these young ladies 
to enter the "Miss Sky Ride Con- 
test" to represent this attraction in 
various promotional activities. 

The winner reeeives eash and 
merchandise prizes, as well as an 
MGM sereen talent interview. Girls 
are asked to send their picture to 
the contest, c/o Swiss Sky Ride, 
New York World's Fair, Flushing 
52, N. Y. 

Zenith Has Record Sales 

Sales and earnings records were 
established by Zenith Radio Corp. 
for the second quarter and first half 
of 1964, announced Hugh Robert- 
son, chairman, and Joseph S. 
Wright, president. 

Net consolidated earnings for the 
six month period ending June 30, 
1964, rose to an all-time high of 
$8,895,000, or 96 cents a share, af- 
ter taxes. This represented a 16 per- 
cent increase over 1963's level. Sales 



were reported 8 percent ahead of. 
the record previous six months. 

Color television contributed to 
Zenith's record sales volume, with 
color television tube output at the 
Rauland Corp., a wholly-owned sub- 
sidiary, expanding. Other sales gains 
were reported in stereo FM, AM- 
FM radios and record players. 

Philip Morris Posts 
Slight Earnings Drop 

Despite record operating reven- 
ues, and in the face of profit gains 
by other cigaret companies, Philip 
Morris, Inc., reports a slight drop 
in net income for the second quarter 
of 1964. 

Reason cited for the decline was 
neither the surgeon general's report 
on smoking nor proposed cancer- 
labeling legislation, but expenses 
involved in the introduction of new 
Philip Morris charcoal multifiltcr 
cigarets in plastic packs. 

Second quarter net income for 
Philip Morris totaled $5,660,000 
as compared with $5,847,000 the 
previous year. At the same time, 
operating revenues for the quarter 
jumped from $148,164,000 to 
$162,206,000. 

First half figures show a profit 
of $10,384,000 as compared with 
the slightly higher $10,886,000 the 
previous year. Again, operating 



PATRIOTISM PAYS 




California Gov. Edmund (Pat) Brown holds first 
tickets to "Summer Spectacular" July 4 fire- 
works show in Sacramento. Shown with Gov. 
Brown is John Bayliss, general manager of 
KXOA-AM-FM, who co-sponsored the celebra- 
tion with the Sacramento Junior Chamber of 
Commerce. The event included a mounted drill 
team, marching bands, a hootenanny sing and, 
of course, plenty of fireworks. 



revenues were substantially higher, 
$296,833,000 in the first half of 
this year as compared with $297,- 
715,000 the previous year. 

In discussing the new product. 
Joseph F. Cullman, III, president 
of the firm, said consumer reaction 
was most encouraging. He also 
noted that June cigaret production 
was the highest in Philip Morris 
history. 

Gillette Goes All Out 
Supporting World Series 

The Gillette Safety Razor Co. is 
sparing neither the horses nor the 
promotional budget in its support 
of the "most valuable franchise in 
the world" — the World Series — 
this year. The company will spend 
more than $4.9 million dollars on 
the project. 

The budget, one of the largest 
the company has allocated for its 
26-year-old world scries promotion, 
covers the actual sponsorship ot the 
series on NBC tv and radio, plus 
support on other Cavalcade of 
Sports programs, as well as on 
ABC's \Vai;on Train and Gillette's 
newest feature. NBC's Wednesday 
Xiiiht Movies. 

"For 26 years, the World Series 
promotion has been Gillette's larg- 
est annual selling effort," said 
Thomas Casey, vice president in 
charge of sales. "Results from every 
campaign always have been impres- 
sive." He added that with the tre- 
mendous volume of advertising this 

■ 



MERKEL TO SELL VIA DIXIELAND 




Merkel Meats will be featured in a new series of Dixieland musical spots on metropolitan New 
York radio starting this month. Shown above at taping session, from left, Hilda Morse, radio 
programer for Co-Ordinated Advertising agency; Sheldon Lokeitz of Merkel, Inc.; Daria Hood, the 
commercials' singing voice; Ralph Cummings, producer; Lewis Lanyi, account executive for Mirkel 
at Co-Ordinated. 
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yc;ir. iirc ciuilulciil thai s;ik's 

rcMills will be aiiiDiii; ihc yrcaU-Nl 
wo have c\cr kin)uii for a Wurkl 
Scries prDinnliiMi." 

The scries begins Oct. 7. 



Different Ad Techniques 
Bring Nearly Same Results 

What kind o{ ci>mnicrcial piilK 
best? According Id a si\-un)iill\ 
sur\c\ b\ the Sch\scrin Kcscarch 
Corp.. "no technique has an niher- 
cnl advantage ridnig uilh il." 

Scliwcrin breaks down commer 
cial approaches into lour basic cate- 
gories: the draniati/ed slice-of-life. 
stiaight sell, testimonials and the 
creative reserved lor olf-heat, un- 
usual or highlv iniaginatise tv 

spots). 

Judging b\ the Sohuerin stud\ . 
ail lour approaches "turned in ap- 
proximately the same proportion of 
winners, and none had a dispropoi- 
tion of losers." 

One of ihc highlights of the sur- 
vey was uhat appeared to be an 
increase in slice of life commercials. 
NearK one-fourth of the total 
volume qualified in this category. 
Host guess at Schuerin is that five 
\ears ago, the dramatized variety 
of t\ spots accounted only for about 
10 percent of spots aired. 

Straight sell, as might be ex- 
pected, was the most-used technique 
b\ advertisers, with 60 percent of 
the volume. Creative commercials 
— despite their current status in ad 
circles — accounted for only 10 
percent. And testimonials were low- 
est on the commercial totem pole 
with seven percent. 



W. D. Lyon Changes Name 

The W. D. Lyon Co. announces 
a change in its corporate name lo 
Creswell, Munscll, Schubert Zir- 
bel. Inc. Agencv has mo\ ed its quar- 
ters to the Merchants National Bank 
Building, Cedar Rapids, Iowa. 



U.S. Borax Renews Death 
Valley Days 12th Time 

Robert Stabler, executive produ- 
cer. Death \'aUcy Days, announced 
series renew al for 1 2th season b\ 
sponsor, v. S. Borax. Sewn of the 
ten inilial episodes w ill be filmed on 
location at Kanab, Utah, by I'ilmas- 
ter. Inc. 
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Hallmark Exhibits at Fair 

One of the newest additions to 
the New York World's Fair is a 
triangle of arehed panels surround- 
ing a large revolving erown forming 
the Hallmark Cards exhibit. The 
Kansas City, Mo., greeting eard 
firm's assoeiation with the world of 
art and its sponsorship of televi- 
sion's Hallmark Hall of Fame are 
represented in various illustrations 
on arehed panels 1 8 feet high and 
seven feet long. An added feature is 
the voiee of Hallmark's television 
announeer, Lee Vines, in a reeorded 
narration eiting the values of teaeh- 
ing the habit of exehanging greeting 
eards to ehildren. Hallmark's ex- 
hibit is in the Missouri Pavilion. 



NBC Film Sales Mount 

NBC Film sales for the first two 
quarters of 1964 have been sub- 
stantially ahead of the same period 
in 1963, with more than 7500 hours 
of programing already on the books, 
announeed Morris Rittenberg, pres- 
ident of NBC Films, Inc. 

The final figure of NBC Films 
programs sold to stations during 
the first half of 1964 is expeeted 



to be over 1 5 pereent above the. 
same period last year. The biggest 
seller has been the half-hour eom- 
edy series. Car 54, Where Are 
You? whieh went into syndication 
in January and has been sold in 
27 markets. The Richard Boone 
Show, whieh is now in syndication, 
recorded its first sales to five tv 
stations. Astro Boy, animated chil- 
dren's series, has been sold in seven 
more markets during the second 
quarter. 

Broadcasters Have Niche 
In Hollywood Museum 

Among five new members elected 
to the board of directors of the 
Hollywood Museum were broad- 
casting executives from the New 
York area — James T. Aubrey and 
Arthur Hull Hayes, presidents of 
CBS Television and Radio divi- 
sions, and Paul Morency, president, 
WTIC - AM - FM - TV Hartford, 
Conn. 

Local directors elected were 
Charles A. Palmer, executive pro- 
ducer, Parthenon Pictures, and 
Harold C. McClellan, chairman of 
the board, Old Colony Paint & 
Chemical Co. Their election raised 
the total board membership to 41, 
representing all segments of the 
audio and visual arts. 



villi , ■ It- I 



10,000th newscast 




Hugh B. Terry, president and general manager 
of KLZ-AM-FM-TV Denver, presents a silver 
dish to Mrs. Jane C. Little during banquet cele- 
brating 10,000 consecutive newscasts spon- 
sored by CottrelTs Clothing Store. Mrs. Little 
is the daughter of George C. Cottrell, store 
founder. Store marked also 33 years of ad- 
vertising on KLZ Radio. 

I<' II . lul.ilh I II 1,11 

ABC International New 
Rep for Arab Film 

ABC International has been ap- 
pointed exclusive purchasing repre- 
sentative in obtaining films for Cine- 
tel International Registered Trust, 
Geneva, for United Arab Republic 
Television. 

Under contract terms, producers 
of specified tv programs that go into 
previously inaccessible Arab mark- 
ets will receive their royalties in ad- 
vance. ABC International has ar- 
ranged for the purchase of 1000 
hours of tv programs, including 
Peter Gunn, Tab Hunter and Lassie. 

In the past, American tv products 
were denied access to such Arab 
markets as Sudan, Katar, El Dabuie 
and Tripoli. Now through option ar- 
rangements with distributors, these 
markets will be open. ABC Inter- 
national already serves, through 
TelcOrient of Lebanon, Kuwait, 
Iraq and Syria. 

New Betty Crocker Mixes 
To Use Network Television 

General Mills" new Betty Crocker 
Washington Square Cherry Fudge 
cake and frosting mixes will begin 
advertising September 20 on day- 
time NBC and CBS telex'ision news 
programs. Both mixes combine ;i 
chocolate flavor with a hint of 
cherry flavor. Advertising is 
handled through Needham, Louis 
and Brorby. 
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CANADIAN AGENCY ON FOOTBALL KICK 




Television rights for the 1965-66 Big Four league games of the Eastern Football 
Conference were purchased by Bouchard, Champagne, Pelletier, Limitee advertising 
agency for nearly one million dollars for the two-year contract. Happy signers 
are: Jacques Bouchard (I), president of BCP, Jean-Paul Champagne and Pierre Pelletier, 
both vice presidents of the agency. Champagne's football is well-autographed by 
officers of the E. F. C. and the agency. 
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Providence FM Station 
To Resume Operation 

WXCN-l'M I'rinitlcncc will ro- 
liirn lo the nir in Scplonibor under 
new ownership :iih1 with new c;ill 
letters, iinnouneeil 1 h.-odore Jones, 
president of Charles Riser Mro;id- 
e;isiini: Co.. operator of W'CKIi- 
AM-1*M iioston. Jones said the sta- 
tion would program live eoneerts of 
the Mosion Ssniphony nnd Moslon 
Pops oreheslras in I'M stereo. 

John Donofrio. formerly general 
manager of W'IM-M-IM Providence, 
has been appointed general manager 
of the new station, Donofrio indicnt- 
cd the new stntion wouUI broadcast 
much of WCRlVs feature program- 
ing through the CRM Network, as 
well as speci;ili/ed Rhode Island fea- 
tures. 

New Oster Products 
Featured on NBC-TV 

John Oster .Manufacturing Co., 
Milwaukee, will advertise its new 
Ostcri/er blender and Oster can 
opener-knife sharpener in 15 
spots on both the Today and Tonight 
shows on NHC-TV. 

The schedule starts the latter part 
of November and runs through the 
middle of December. In addition lo- 
cal tv spot campaigns are being 
scheduled for metropolitan markets. 
All advertising will be placed by 
liaker. Johnson i.^ Dickinson. Mil- 
waukee, 

Film Company Evolves 

Effectise today (Aug. 10). the 
Dashiell l-ilm Library begins opera- 
tions at 725 N. Seward. Hollywood 
Firm will provide a variety of serv- 
ices to motion picture, telesision. 
conmicrcial and industrial film 
makers and advertising agencies, 
announced partners Doris Dashiell 
and Mar\ Hawkins. 

In addition lo offering "^toek 
library material. DFl. will proside a 
custom film sersice to secure new 
film material by means of rining 
cameramen operating out of ke\ 
cities around the world. 

Doris Dashiell is a \eteran mo- 
tion picture and television film 
librarian. She was an editor of the 
Hopalong Cassidy tv films and. 
later, worked on features at Colum- 
bia Studios and Desilu. 

Mary Hawkins was publicity di- 



rector of the Jam Haiul) ()rgani/.i 
tion in Detroit, a writer tor Doug 
Cieorge Associates and has been 
a sice president of 1-reshuay Pnnl- 
uets, manufacturer of citrus process- 
ing eijuipment. for the p.ist fi\e 
\eais, 

Hanover Canning Wins 
With World's Fair Contest 

More than I2.()()() consumer re- 
sponses were reporteil in the 
World's l-air contest conducted b\ 



ll.inii\ei ( .miiing (o. H.ino\i.i 
I'.i I he (.oniesi Dffertil (.\|hi»». 
paid weekends .it ilie tan aiul HMMl 
tickets to (Ik f.iir ( u 'r I .iw 
renee. H.iiuner Mce prtsukiit s.ik 
s.iul more than MX) retail nulUl 
pariieipateil in the coniesi which 
he described as f.ir e\C(,ediii • ihi. 
coiupaii\'s e\pectatn >iis 

Contestants were »iske(.l i«> sub 
nut their names .md .iddrt.sses on 
the back of two l.ibeK troin .un 
H. mover canned oi (ro/en \e'e- 
lables. 
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CBC Sells 26 Dramas 
To Australian Stations 



M>\- ■> ^■•< imtm » • M'.ii I <i<i<i<ii • I. II. I . .ri I I, - 

JOE REID GETS SENDOFF AT CBS ^ 




CBS brass gave retiring Joe Reid the kind of sendoff reserved for 33 year vet- 
erans. Starting as an account executive for CBS radio in 1931, Reid left WCBS- 
AM-FM New York last week as coordinator of national sales and merchandising 
director. Attending the reception were Arthur Hull Hayes, president of CBS Radio, 
Mrs. Reid, Frank Stanton, president of CBS, and Ralph W. Goshen, vice president 
of CBS and general manager of WCBS radio. t 

iliiiiiiiliN ! . nil. I. I.I I mil . 'p. . iiiiiiiiii :^'.:ti II I.I iiiiiiiiiiiiii nil iiiiiiiiii' I i'<|. mil <- im <n iiiiiiumi miih in 



A! and Singer Produce 
Cartoon Series for Tv 

Long term contract for produc- 
tion of several animated color car- 
toon scries for television has been 
set by American International Tele- 
vision with Sam Singers Produc- 
tions, AI announced. 

The first project comprises 130 

11 nil .1. ■■ ' mill iM, ■ M.i,.i'i nil 



five-minute cartoons, titled "Sinbad 
Junior"' and planned for fivc-a- 
weck scheduling. It features a 
young teenager who has a magic 
belt which enables him to travel 
through time and perform amazing 
feats. This project will be produced 
by Sam Singer, veteran animator 
and producer. 

!•>• ■ •>• mill -IT •" ' I • I R lllllim «m 



CBC recently concluded its first 
sale to independent stations in Au- 
stralia, when 26 one-hour dramas 
were bought by TCN-TV Sydney 
and GTV-TV Melbourne. Sale of 
dramas from CBCs Playdates series 
was negotiated through Global Tele- 
vision Services, Ltd. 

The Canadian productions will be 
seen weekly on the two Australian 
stations in prime time. The CBC 
previously made several major sales 
to the non-commercial network op- 
erated by the Australian Broadcast- 
ing Commission. 

Humble Sponsors Repeat 
Of Grant and Lee on Tv 

Two Civil War portraits — U.S. 
Grant, an Improbable Hero and 
Lee, the Virginian — will be re- 
peated as a full-hour double bill on 
NBC-TV Sept. 1 (10-11 p.m. 
EDT). Sponsor will be the Humble 
Oil & Refining Co. through its 
agency, McCann-Erickson of Hou- 
ston. 

The portraits, both produced by 
NBC special projects, were first 
telecast during the 1961-62 season 
as separate half-hour shows. The 
late Thomas Mitchell narrates both 
programs. 

Carling Adopts Rip Cap 

The Carling Brewing Co. has 
adopted Rip Cap for its Black 
Label 12-ounce bottles. Marketed 
by Carling under the name Tab 
Cap, the new bottle package is 
being supported by concentrated 
radio and television advertising in 
the initial marketing area of Mary- 
land and Washington, D.C. 

The cap is manufactured by 
American Flange & Manufacturing 
Co. 

Purex Sponsors 'Letters 
From Viet Nam' on ABC 

Letters from Viet Nam, a special 
documentary about the precarious 
existence of American helicopter 
pilots in Saigon, will be presented 
by the Purex corporation Sept. 10. 
9:30-10:30 p.m. (EDT) on ABC- 
TV. 

Produced by Robert Drew Asso- 
ciates and shot earlier this year 



DODGE BOYS GET AROUND IN PITTSBURGH 




Karl Hardman (1), president of Hardman Associates, Pittsburgh production studio, delivers 
recordings of "The Dodge Boys — Summertime Series" radio commercials, created and pro- 
duced by the firm, to Ken Heatherly, Dodge regional manager, while assistant regional manager 
Ray Sklllington and BBDO account executive Elmer Schaefer look on. In background are Frank 
Doak, Hardman sales vice president, and Marilyn Eastman, head of Hardman commercial de- 
partment. Hardman has inaugurated delivery service, using 1937 V-12 packard for promotion. 
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DOG SWEEPSTAKES 




Announcement of Purina't Santa Dog 
Swecpttakot will begin Sept. 7 on Purina 
network television programs. The sweep- 
stakes, to be entered by dogs only, will of- 
fer 10 grand priies, ranging from a Lincoln 
\ Continental automobile to a dog bed stuffed 
with $5000 in cash. 



under hazardous conditions, the 
program is the first of two specials 
in a scries called "The Daring 
American" to be sponsored by 
Pure.x. 

Agency for Purex is the Edward 
H. Weiss Co. Later this season 
it will present seven Dinah Shvire 
specials on AliC-TV. The company 
daily sponsors I'nrcx Presenis Lisa 
Howard and Sews With the Wo- 
men s Touch as well as Miss How- 
ard's political specials. 

Few Flunk FCC Third 
Class Test; NAB Credited 

The National Assn. of broad- 
casters, through its study guide, has 
been credited with the success of the 
FCC's recent examinations for 
third-class radio engineering li- 
censes. According to the FCC. this 
was the highest percentage of pass- 
ing grades in the histors of admin- 
istering commercial license exams. 
NAH was also instrumental in ob- 
taining 100 additional examination 
centers around the countr\ so that 
applicants could more easil\ take 
the tests. Ikxause of an l-"CC edict, 
more than 20.000 holders of re- 
stricted permits were required \o 
obtain the third class license. 



Young Gets Youngstown 

\\ ^' I \' ^'t)ungsto\\ n. ()hii>. Ii.is 
been sold, subject to I ("C appiiu.il. 
to Adam ^'t)ung. Inc.. station repre 
sentati\e firm. Seller is CIC, o( 
which I a/ar l-.mauuel is presiilcnt 
Sale jirice uas gi\eii as S 1 .50().()()(i 
through rduin I ornberg \ ("o . 
brokers. CIC reeeiitl> sold W I S\\ 
I'M Newark li> I nileil Hroadeasimg 
(see Si'ONsoR. Jul) 27. p. 47) 
With the sale i>f \\ ^ I \'. ebamiel 
33. its holdings ha\e been reduced 
to W'JRZ-AM Newark. I his was 



iIk liisi bit). iL.isi .n.i.|uiMtli>ii b> 
the ^ tuin • firm 



Admen Get Preview 
Of Fall Tv Schedule 

As guests of KHJ-I\ I OS An- 
geles. 400 agenes /ad\erHser e\ecu- 
ti\es .itteiukd a re\>ew ol the sl.i- 
lion's fall progrim schedule, titleil 
■■ I he M.iking ot j Precedent " I he 
review w.is a \i<.leotapvd present. i 
lion of new and successful older 
shows. 



ISHION 



WOCTORO. WhV OlO YOU llX VOUR 
FOLKS OCT YDU ANOTHfR CAR ? 
^YOU ALKfAOV HAVE TWO. 




AUD AN1V.AY, ALL Of US UP MtCt IN 
UPSTAIL MICHIGAN AiC£ P«0 CAf BUVCVlS WE 
CVCN HAVE MOVE GV«S PfC fAV LV THAN T»Ut 

00 m OtTKOiT ahO v*a>kE COvJNTV. 




TMEKE'S SOMETHING- UNSTABLE 
ABOUT A KIP WHO WILL GET 
SO MANV of THE SAME KIND 
OP CAR. 





BIG WIARKET-BIG OPPORTUNITY 



UpsiJlc .X(ii'lii};jn. drjr reader. \\ (lie grelieit 
"new" npporiuniiv in (he L' S. 

Tike ju(os jnJ ju(onio(i\e prinlucts lor ex- 
ample: 

— There Jre Jidullv more Cit\ per hnuscholj 
in (he iDundi-s (hj( nuke up \\ W T\ 
X\ \\ [ I' \\'\ Mcwini; jrcj (fun in l)c(roi( jnJ 
\\j)ne Coun(\ (Hi \». I.:6). 



Recjrdle^s of jour pro<lui.( or wnice. (he 
nejrU MIIIIO.N" people of I ps(j(e .\Iifhipjn 
rcprc*cn( J iif mjrkt( (> \<>u. \nnujt re(Jil 
jjlev. ncjrU j UllllO.N d .Ibrv 

Convu ( tour I hhcr* j d d »(riK>u(or* m (his 
imp<iiij<)(, £;r""ini; jrcj j> (o (he infl en<e of 
W W 1 \ I (hcMT . (lev— or 

jjl. .\»er\ Knodel ( r (he whole \l r\ 
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Smith: AFA Consultant 

Shirley D. Smith has joined the 
executive staff of the Advertising 
Federation of Ameriea as a con- 
sultant on public relations and 
membership, announced Mark F. 
Cooper, president. Smith, a native 
of Jamestown, N. Y., headed his 
own consulting firm in Memphis 
for 1 3 years. 

Cooper said that Smith's appoint- 
ment was part of a stepped-up pro- 
gram of activity on the part of AFA 
in the interest of advertising in 
general. It counts among its sup- 
porting members major advertisers, 
advertising agencies and media. 

New York Ad Strategy 
Sparks Sales for Piel 

Crediting new advertising stra- 
tegy, strong promotion and bold 
packaging coneepts, Thomas 
Hawkes, pjesident of Piel Bros., 
reports a sharp boost in sales for the 
first six months of 1964. 

Sales in this period were 12.2 
percent ahead of 1963, while total 
paekage sales for June surpassed 
any month in Piel's history. Sales 
for June, 1964, were 23.4 percent 
higher than the previous year. 

Among the factors sparking the 



rising sales eurve in June was the 
introduetion of new approach to 
the Piel's tv campaign. The spots 
use a close-up interview technique 
featuring eolumnist Jimmy Breslin 
as the Piel's honest beer emcee. 
Breslin's guests on the spots include 
sueh personalities as Bill Hartack, 
Walt Kelly, Rocky Marciano and 
Miekey Spillane. Sixty-five pereent 
of the budget goes to spot tv, while 
10 percent is on radio. 

Rate Increases Announced 

New hourly network rates for two 
NBC affiliates have been announ- 
ced, effective Feb. 1, 1965. KFSA- 
TV Ft. Smith, Ark., increases from 
$225 to $275, while WJHG-TV 
Panama City, Fla., goes from $200 
to $225. 

'Rifleman' Runs Bought 

Thirteen stations have bought 
two additional runs of the 'Rifle- 
iiuin' series, reports Four Star Dis- 
tribution Corp. Series was originally 
released for two runs by Four Star 
in Mareh, 1963. So far, the series 
has been sold in 125 markets. 

The half-hour series is made up 
of 1 68 episodes and when pro- 
gramed five times a week the ori- 
ginal two runs ean be played off 
in 67 weeks. Most stations reoort 
seheduling it from twice a week 
to six times per week. 



Rubin Heads New Tv Firm 

A new personal management and 
television packaging firm has been 
established by Dick Rubin, who 
resigned as vice president in charge 
of television talent for General 
Artists Corp. The new company, 
with headquarters in New York, is 
Dick Rubin, Ltd. 

Brach Debuts in Net Tv 

The first network television ad- 
vertising campaign in the history 
of E. J. Brach & Sons for Brach 
Candy has been scheduled for ABC- 
TV daytime. Brach has bought time 
in four shows — The Price is Right, 
The Tennessee Ernie Ford Show, 
Get the Message and Queen for a 
Day. 

The agency handling the cam- 
paign, which begins in September, 
is Post-Keyes-Gardner, Chicago. 

Mickey Mouse Nudges 100 

Addition of four markets in the 
Mickey Mouse Club has brought 
distribution of this Disney syndica- 
tion close to the point where 100 
stations will be televising this five- 
day-a-week program during the 
1964-65 season, announced Irving 
H. Ludwig, president, Disney dis- 
tribution. 

Newest stations are WHEN-TV 
Syracuse, KOB-TV Albuquerque, 
WLBZ-TV Bangor and KROC-TV 
Rochester, Minn. 

New Signers, Renewals 
Add Up for Mutual 

Thirteen national advertisers have 
signed sponsorship agreements with 
the Mutual Broadcasting System re- 
cently. This business, plus renewal 
contracts, brings to 48 the number 
of advertisers using Mutual in 1964 
— an 1 1 percent increase over the 
same period of last year. 

Newly signed elients are: Ameri- 
can Express (Ogilvy, Benson & 
Mather), American Motors (Geyer, 
Morey & Ballard), Bristol-Myers 
(Young & Rubicam), Campbell 
Beans (Necdham, Louis &. Brorby). 
Curtis Publishing (BBDO), General 
Motors-Frigidaire (DFS), Hartford 
Insurance (McCann - Marschalk), 
Monroe Auto Equipment Co. (Ait- 
kin-Kynett, Philadelphia), P. Loril- 
lard-Kent (Lennen & Newell), Pepsi 
Cola (BBDO), Quaker State Oil 

• 
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KELLOGG'S 'OCTUPLETS' SECRET BARED 

It 




Mystery of the octuplet beauties was solved in Hollywood when Hanna-Barbera revealed how 
it produced eight look-alikes for Kellogg's 60-second Variety-Pak commercial. Employing twins 
Betty and Barbara Beall (fifth and sixth from left, effect was achieved with six additional - 
models wearing plastic life-masks of Betty Beall. 
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BUYERS TREATED TO FALL PREVIEW 




Three %*n Francitco llmebuyert who were jmong 300 jdverliting and prett membert 
al KGO-TV't "Preview Revue," jnnourxing ihe new ft\l thowt on ABC-TV, tre 
1 1 lo r) Eleanor Nelton, limebuyer for Japan Air linet, KGO-TV general talet 
manager Rutt Coughlan, Kay Blackburn, F & P Foodt and Beverly Krikac (or Gallo 
Winet. Slalion alto announced an all nighl policy on Fridays, with addition o( 
"All Nighl Moviet," 2 IS lo 8 a m Saturday morningt, and tpontored by Mercury 
dealer Gil Hile. 



IcincMi iVl: Ilckharcll) and Schick 
Tafcty li;i/or Co. (Coniplon. l.os 
Aiigclcs). 

'I hcsc sponsors will advertise llicir 
'rcxliicis on Miilual's dails ncws- 
iisls. sptiris |irouranis and on Ihe 
l <<r/</ ii'diiy. 

Detroit Marathon Stations 
•ill Tv Listing Void 

Marathon Oil Co., I-indlas. Ohio, 
las bc^uii disirilnition free pro- 
Iraiu listings c>f t\ stations diirini; 
lie Detroit newsjxiper strike. With 
jic strike ci^ntinuini:, and / \' 
)fuulc unable to increase its print 
un for son\e six or seven weeks, 
le conipans and its advertising 
genc>, C;iinpbcll-l-,\\ald, decided 
1 distribute tlie listing as a juiblic 
*.'r\ice through all Detroit-area 
larathon stations. Distriimlion of 
copies through 254 stations 
' as completed July 26. 
. Tile availability of the listings 
as been announced on Marathon 
insored Detroit Tiger baseball 
inies, s|iol commercials and news 
iiows on both radio and tv. Signs 
jave been set up at all the Marathon 
jlations reading "l-ree Tv Listings 
llere." .Marathon plans to distriinite 
e program listing each Saturdas 
s long as the strike continues. 

I 

,^BC To Telecast Comedy 

"The Magnilicent Montagues." 

comedy created by Nat Hiken 
nd starring Myrna Loy. Dennis 
Cing and Pert Keltoii. will be tele- 
ast on N'BC Aug. 16 at 8:30 p.m. 
EDT) during the time spot of 
iritull, which will resume its re- 
peat schedule Aug. 23. 

The conied\. which Hiken wrote, 
'reduced and directed, will bo spon- 
i^red by Proctor & Gamble, spon- 
or of Griiull through Leo Hurnett 
its advertising agencs. 

I 

\ 

:BS Radio Will Carry 
,5oap Box Derby Aug. 15 

CBS radio announced its co\er- 
gc of the 27th annual Soap Box 
)crb\. Aug. 15. 4:45-5 p.m. (EDT) 
rem Akron. Ohio. CBS news cor- 
esptmdent Allan Jackson will an- 
ounce the event, which is to be 
pvinsored by the Clie\ rolet Di\ ision 
f General Motors throuuh Caniji- 
cll-Ewald. 



GE and AMF Join in Ads 

An integrated sales prv>niolion and 
advertising campaign between two 
unrelated companies — General Elec- 
tric and American Machiners and 
Foundrs — has been announced. 
The tic-in program, to run in S,:p- 
teniber and October, is based on the 
jireniisc that use of Gl- appliances 
creates leisure time for women 
and AMF-' has been a leader in mak- 
ing bowling a significant l.'isiire-linie 
activity for women. 

The joint pnmiotion was con- 
cei\ed by I'eter Tlieg. \ ice president 
of CCM inc.. Stamford. Conn., and 
will be handled b> this sal^s promo- 
tion conipanv. General Electric and 
its dealers will spend $250,000 m 
national, local and in-store advertis- 
ing. Local spot radio and television 
will be among the media used. 

Triangle Program Sales 
Adds Offices, Salesmen 

Triangle Program Sales, s\ndica- 
tion arm of Triangle Broadcasting, 
will establish regional offices in 
Los Angeles. Chicago. Philadelphia 
and Baltimore, announced Roger 
\\ . Clipp. president. I dward H 
Benedict, director of sales, has been 
named to head T riangle Pri>grani 
Sales, with CKde R. Spit/ner. gen- 



eral sales manager, as o\erall su- 
pervisor. ,\ number of sales repre- 
sentatives will simrti) be added to 
to the various regional offices. 
Clipp added. 

T riangle is engaged in a \ariet\ 
of t>pes of s\ ndicati»>n. with dail\ 
programing for AM and IM sta- 
tions, t\ feature films and a special 
network for auto races. T riangle 
stations are WT 1 1 .-.\ M-i-\|- f\' 
Philadelphia. W.MIC- \M-I \I-I V 
New Haven. W NBI - \ \l-l- M- 1 \ 
Binghaiuton. N.V.. WIBG-WI- 
lALlv Altoona. Pa.. Ki-RI--\\I- 
l-M-T\' Iresuo and \\nil-T\ 
Lancaster-I ebani>ii, P.i. 
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A new approach to the advertising and marketing of Quaker City Chocolate & Con- 
fectionery Co. takes place this fall, according to Melvin Helitzer, left, president of 
Helitzer, Waring & Wayne, Inc., New York, new agency for Quaker City. Also on 
hand: Edward Libov, account executive; Lester Rosskam, Jr., president of Quaker City; 
Saul Waring, HW&W account supervisor. 



THE CHANCING SCENE 



CBS Analyzes Network 
Radio Advertisers 

A special study of radio net- 
work advertisers in 1963 has been 
released by CBS. A total of 204 
different sponsors were represented 
on the four radio networks, of 
which 110 were on CBS Radio, 
with 39 as exclusive CBS adver- 
tisers, reported Arthur Hull Hayes, 
CBS Radio president. Hayes noted 
that these 1 10 advertisers compared 
with 65 accounts on the network's 
prc-tv schedule in 1948. 

On a dollar volume basis 20.4 
percent was in "food and bever- 
ages," 22.7 percent in "drugs, toi- 
let goods, cosmetics" and 12 per- 
cent in "automotive and accessor- 
ies," compared with respective 
1948 percentages of 24, 28 and 
4.7. A greater diversity of accounts 
was noted in the 1963 survey than 
was true in 1948. 

UA Series Overseas 

United Artists' television pro- 
gram. The Outer Limits, now on 
ABC, has been sold in 20 foreign 
markets to date, announced Herbert 
R. Banquer, vice president in charge 
of foreign operations. 

Scries has been purchased in An- 
stralia, Japan, Okinawa, Philippines, 
Thailand, Lebanon, United King- 
dom, Argentina, Uruguay, Brazil, 
Costa Rica, Ecuador, El Salvador, 
Guatemala, Honduras, Mexico, Nic- 
aragua, Panama, Puerto Rico and 
Venezuela. It has been renewed by 
ABC on Saturdays at 7:30 p.m. 
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New Jersey AM-FM Moves 

WCTC-AM-FM New Brunswick, 
N. J., has announced plans to move 
its studios and offices from New 
Brunswick to East Brunswick. New 
location will be more convenient for 
serving listeners and advertisers, ac- 
cording to Anthony Marano, assis- 
tant station manager. There will be 
more space for the station's staff, 
which has grown from 14 to 40 
since 1946, as well as for future ex- 
pansion. 

WCTC operates fulltime with 
1000 watts days and 250 watts 
nights on 1450 kc. WCTC-FM has 
1000 watts on 98.3 megacycles. 



Agency Appoints 

Sullivnn, Stauffer, CohvcII & 
Ilayles, Inc. named advertising 
agency for Half and Half cigarets, 
which begins a large-scale national 
advertising campaign within the 
month. SSC&B also handles Pall 
Mall cigarets of the American 
Tobacco Co. Gardner Advcrtisliij; 
has been named agency for Mont- 
clair cigarets, replacing SSC&B. 
Gardner continues as agency for 
Carlton cigarets and American's 
cigar brands. IIHDO is the agency 
for fareyton and Lucky Strike 
cigarets. 

Ralph Schitf and I'artners, Inc., 

lioston, named ad agency by the 



mil • . I 

J. C. Best Carpet Stores to launc' 
their new campaign, which w: 
involve complete New England • 
and radio coverage to start befoi 
fall. Agency will also handle ai 
vertising and marketing of Inte 
national Industries' new Safei 
"Reminder" Switch for use wil 
automobile seat belts. ' 

Fuller & Smith & Ross, Lc 
Angeles, retained by J. Briski 
Product Development for its ne 
product. Satin Mist Bath Oil. no 
being introduced in the Los Ai 
geles area . . . Whitehall Labor, 
lories named West, Weir & Bartc 
Inc. for its Duragard cold capsuli 

Batten, Barton, Durstine & 0 
born apopinted agency for a co 
porate advertising program fc 
Minnesota Mining and Manufa( 
turing. Television will be mediui 
used ^ for this effort. BBDO als 
is the agency for 3M's electric; 
products, coated abrasives and ir 
ternational divisions, as well as N; 
tional Advertising Co. and Mutu; 
Broadcasting System, 3M subs 
diaries. i 

Programatic Broadcasting Sen 
vice named Jameson Advertisin'' 
Inc. to handle its advertising. /' 
new trade campaign, planned t 
begin next month, will promot 
the company's O-Vation music an 
its automatic, integrated proiiran 
ing system for AM and FM str, 
tions. 

SPONS 



Il spo^^soR si»otlioht 



VDVERTISERS 

Dr. J<)lin A. Ccllii iiiul Mnrslnill 
orkin proniDtcil to rcsonrcli clircc- 
irs of the proprict;ir\ ;iikI pliar- 
lacciiticiil domestic di\ision ami 
10 toiletries iloniestic division, 
.•spectivcl), of Alberto-Culver. Or. 
Vila has been with Alberto-Culver 
i\o \c;irs, after having lectureil in 
heniistry at Del'aul nnil Lo\ola 

niversities. Sorkin. ;i member of 
le American Chemical Societs, 
as been with Alberto Culver three 
ears. 

John I.. Kelly nameil ailvertis- 
ig manager, apparel ami home- 
^irnishings for American Viscose 
)iv.. 1-MC Corporation. New York. 
^clK has been in the textile busi- 
css since 195 I . 

.Marc J. I'lirsons promoted to 
xccutive assistant to the president 
f Phiico Corp., and Richard L. 
jt'oun};, ,Ir., to director of public 
(L'lations. Parsons replaces ,l<)scph 
I. (Iillios, who is retiring. Parsons 
'ad been director of public rehi- 
jions. \'oung has been assistant di- 
■ector of public relations since 
962. 

Robert R. Oucn, former re- 
jional manager for Ampc.x Corp. 
♦as been named national sales man- 
ger. 

Hernhardt Denmark appointed 
ice president-marketing of Inter- 
national Latex Corp. He joined the 
ompan\ in 1949 and was most rc- 
cntly \ice president and general 
Manager of the famiK protlucts di- 
ision. 



RohiTl Peterson naiueil le 
gional sales nian.iger of the house 
hokl products division ot Johnson's 
Wax. Peterson, lormer proiluet 
manager for shoe polishes ami air 
fresheners, replaces Harold I.. I iih- 
inan, recentlx named houseliolil 
proilucts sales manager. Nelscm .N, 
Parker was named to the new post 
of sales development manager: lie 
was Chicago district manager 

AIMn \y. Prondfoot nanicil assist- 
ant general sales manager. Mest 
l-'oods f)iv.. Corn Products Co D()n 
I!, naehnnin promoted to manager 
of household proilucts, position 
vacated b\ Prouilfoot. Bachman has 
been ;i .San Francisco ilistrict man- 
ager since I9(>2. 

.lohn ,1. Keonan has been nameil 
divisional sales managei of Cirocerv 
.Store Products Co., succeeding 
llrne.st I.nndeH, promoted to vice 
president in charge of advertising 
and merchanilising. Keenan joined 
the company in 1957 as a salesman 
in Albans, N Y. 



AGENCIES 

Sam 'rarrie()ne, \ ice president 
and assistant media director at l)o- 
herty, Clifford. Steers Shenfield. 
promoted to media ilirector. 

N'ivian Sutlin and ,Iames .Miller 
named vice presidents at North Ail- 
vertising. Miss Sutlin recentK jom- 
cd North after several \ears at 
Grey and \'oung Rubicam. Mil- 
ler, account director at the agency, 
came to the firm in 1962 from 
Reach McClinton. 



Jainrs Klichh.iii n.inied atcoiint 
executive at ( oiuior S.iger Aswli 
•lies. Aurora, ill 

Charles lli-inrieh n.imed attoiinl 
executive at l)(»\le Dane HerMb.i(.h, 
Chicago, lie v^as fornierh with 1 d- 
ward 1 1 W eiss { i>. 

N\ . Ravinoiul Wiii^field jomeil 
Clinton 1 frank. Ine .is .m ac- 
count executive He vv.is two \e.irs 
wuh Necilham. 1 inns llrorbs 
ami. previously, copy chief ui the 
( hic.igo office of Reach. MeClin 
ton. 

DiMiald I,. Dai^I^ joined the copv 
department of N \\ . Aver Son 
lie w.is previousK a tv writer and 
producer with l)"Arcv Advertising. 

NNendi'll i;a\tlin}: named account 
manager at Knox Reeves Vtlvertis- 
ing. \Iinneapt>lis. He has been me- 
dia director for the past two sears. 

.lohn Singleton promoted to di- 
rector of client service, Tatham- 
1 aird. Chicago. He has been with 
the agencv for 10 sears and was 
lormerlv manager of the media de- 
partment. 

Perr> L. Ilrand joineil Gnswold- 
l,shleman as vice president and 
chairman of the plans board. He 
joins Griswold-Psidem.in. Chicagi>. 
from the Pol.iris Corp where he 
vv as \ ice president 

.loseph P. Cuff elected executive 
vice presitlent of Robert \ 1 ast- 
nian Co. Culf is a charter member 
of the six-vear-oM rep firm .ind 
has been vice president in charge 
of sales since 1963. 

Leslie .Silsas. lormerlv vice presi- 
dent of creative planning at \S .ir- 
wick A: Legler. appointcil vice pres- 
ident and creative director of Car- 
son Roberts. \,os .Anceles 





Bernhardt Denmark Sam Tarricon* 



Vivian Sutlt'n 




Jam«t Mitlcr 
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SPOlSrSOR SPOTI.IOMT 



James S. Williams joined Comp- 
ton Advertising as account execu- 
tive on Desitin powder, ointment 
and lotion. He was an account 
executive at BBDO. 

M. IVI. Craij^ Spits, western man- 
ager for Pritchard, Wood, Inc., 
San Francisco, elected a vice presi- 
dent of the agency. 

Jack Gold joined the New York 
office of Foote, Cone & Belding 
as a group manager in the research 
department. He had been director 
of research of Rayettc, Inc. and 
market research manager of the 
Menncn Co. 

Charles T. Young joined Ket- 
ehum, MacLeod & Grove as vice 
president and associate manager of 
the New York office. He comes 
from Young & Rubieam, where he 
had been for 14 years, the last 
five as a vice president and ac- 
count group supervisor. 

Peggy L. Prag named vice presi- 
dent of Johnstone, Inc. Miss Prag, 
copy chief, came to Johnstone in 
1963 from BBDO. 

Charles Ciilp named copy chief 
at Lavenson Bureau of Advertis- 
ing, Philadelphia. He had been a 
member of the LBA creative de- 
partment three years. 

Paul Iv. Tufeiir joined the mar- 
keting staff of MacManus, John & 
Adams, Chicago. He was formerly 
with Simoniz Co. 

Allan damage named account 
executive at W. B. Doner & Co., 
Detroit. He was previously with 
Grant Advertising and Brooke, 
Smith, French and Dorrance. 

Fred Bernard named vice presi- 
dent of Symonds, Drimilla & Co., 
Chicago. He was formerly account 
executive at Kreiekcr & Meloan. 

William C. Pullman named ac- 
count supervisor and Robert I). 
MacDonald and William K. York, 
Jr., named account executives at 
Necdham, Louis and Brorby. Pull- 
AO 



man was formerly an account exec- 
utive and MacDonald an assistant 
account executive. York joined the 
agency after nine years with Maxon, 
Inc. 

Patricia Dacy appointed person- 
nel director and office manager at 
Carson/Roberts, Los Angeles. Mrs. 
Dacy.was previously with W. B. 
Avery & Associates, Chouinard 
Art Institute and the Ford Founda- 
tion. 

Robert Nelson joined Bronner 
& Hass, Chicago, as copywriter. 
He was formerly with Erwin Wasey, 
Ruthrauff & Ryan. 

Kenneth E. Lane joined the me- 
dia staff of Leo Burnett Co. He 
was previously vice president and 
media director of MacFarland, 
Aveyard & Co. 

Donald E. McClintock joined 
North Advertising's publicity and 
station relations section. He was 
formerly director of public rela- 
tions for U.S. Bowling Lanes, Inc., 
and director of the Mass Media 
Center, University of Chicago. 

Carl Peterson joined the copy 
staff of Garfield-Linn and Co., 
Chicago. 

Irwin M. Barnett named account 
executive at Tatham-Laird, New 
York. Prior to joining the firm he 
was advertising manager at Ziff- 
Davis Publishing and at Esquire 
magazine. 

Paul M. Visser, vice president 
of Gardner Advertising, elected to 
the agency's board of directors. He 
joined Gardner in 1953 as an ac- 
count executive. 

Charles Lee Hutchins appointed 
vice president-creative director of 
Wade Advertising, Los Angeles. 
He was formerly copy director at 
Young & Rubieam and has held 
posts at agencies in New York, 
London and Toronto. 

Ronald S. Klein appointed tv- 
radio producer at Edward H. Weiss 
& Co., Chicago. 

David C. Viall named account 
executive for Fensholt Advertising 
Agency, Chicago. 



Edward R. Pietras joined Nort 
Advertising, Chicago, as a radi 
tv producer. He was productio 
supervisor for household, drug a 
toiletry products at Procter & Gam 
ble Co. of Canada. 

Robert Zane Smith joined th 
copy department of Kelly, Nasor 
Inc. as a senior writer. He had 
similar position at Grey Advertis 
ing. I 

Lester Loeb, who was genera 
manager of Byrde, Richard i 
Pound for seven years, has rcturnei 
to that New York agency in th' 
same capacity. < 

Leo W. Flanagan joined the staf 
of Bozell & Jacobs, Inc., Chicago 
He was formerly with the lllinoi 
Bell Telephone Co. 

Eugene J. McCarthy named vic< 
president-director of media plannin;- 
at MeCann-Erickson, Los Angeles 
He joined the agency in 1961 afte 
nine years at Young & Rubieam. 

j 

Robert P. Gray, president o 
O'Grady-Anderson-Gray, to joii 
D'Arey Advertising's Chicago offict 
as account supervisor. 

Jack Howard joined the Lo: 
Angeles office of D. P. Brother <S 
Co. as production coordinator fo) 
broadcast advertising. 

John M. Keil joined the Ne\^ 
York office of Dancer-Fitzgerald 
Sample as a copy supervisor. Ht 
was formerly with Needham 
Grohmann and was also with Wen- 
dell P. Colton. 

Rita Venn appointed medic 
manager at the New York office 
of the Rumrill Co. Miss Venr 
joined the firm in January froir 
Doherty, Clifford, Steers and Shen- 
field. 

Richard Sfansfield named ac- 
count executive of Griswold-Eshle- 
man. He was formerly with Waldic 
& IBriggs. 

TIME/Buying and Selling 

Alfred M. Ma.sini, group salc< 
manager, and William H. Sfcese. 

promotion manager-radio division. 

SPONSOR 



n;inieil vice prcsiclL-nis of I-.dw;iril 
IViry iM: Co. M;isini jdiiiod Vclr\ in 
|';57 ;is .111 :iccouiu c\ccuti\i.'. 
Stccse beyan witli the firm in h>5() 
research Jircclur ol the riiilio 
pri>nuitiiin ilcp.irtincnt. 

KiclKird M. Dchiiicy joined the 
radii) sales staff o\ Advertisiiiy Time 
Sales. He was liumerly a spul 
broadcast buyer with ()i:ilv\. Hen- 
son i^: Mather. 



TV MEDIA 

I Wendell Dodds appointed sales 
coordinator. KIIJ-TV la)s Ani^eles. 
I Dodds has had similar positions at 
IkaHC-TV and at Metromedia's 
Sacramento station. KOVR-rV. 

I 

.loe l)a»M>n, sales presentation 
writer for the Jefferson Standard 
.Broadcasting Co.. named promotion 
I manager of WH TW Florence, S C. 

I W'illinni T. Knight, .Ir., former 
president of Sa\annah Broadcast- 
ing Co., elected cliairnian of the 
board of directors. K. .Schle> Kni^hl 
has been named president of the 
company. 

Kruiik J. Ihiney named chief 
video facilities engineer for ABC. 
He joined ABC in 1962 as senior 
staff engineer. 

1. Martin I'onipadur promoted to 
director of sales contracts and Alan 
R. .Morris to director of program 
business affairs for the ABC legal 

(department. Both have been attor- 
neys with ABC since 1961. Ap- 
pointed assistant director of sales 
contracts was Donal Flynn, who 
has been with ABC since 1959. 



RADIO MEDIA 

' llal Moer, sales manager of 
WABR Orlando and prior to that 
sales manager at WBRD Braden- 
ton. Fla.. joined WGTO C> press 
Gardens. Fla. as an account execu- 
tive at large. 

Joe Brooks named public rela- 
I tions director \\'NB\\'-AM-FM New 
York. He was assistant to the \ice 
president of public relations at 
Metromedia's corporate headquar- 
ters. 

Auguti 10, 19M 



Rjy H Roianblum Nick Corvo! o 

Ray II. Kosenliliiin naiiieil gen- 
eral sales manager and .Nick Cor- 
>elli>, local sales manager ol 
WKPA-AM and \\VI)I)-INI New 
Kensington. Pa. Ri>sciibluni had 
been commercial manager of W I ICi 
Massillon. Ohio. se\eii \ears. Cor- 
vello. with W'KI'A for fi\e \ears. 
had been commercial manager for 
\\'BOY-AM-l\ Clarksburi;. W. 
Va. 

Ray HoK/. named chief engineer 
of KPl.X San I'rancisco, replac- 
ing Hen Uolfe, who was named na- 
tional engineering manager. W'est- 
ingliouse Broadcasting Co., New 
York. Holt/ joined KSI'O in 1947 
and. in 1948. moved to KPIX to 
aid in construction of the station. 
Regiimid Bisgnoe named assistant 
station auditor, making nunc from 

CBS-rv. 

Leslie Ciddbery joined sales staff 
of \\'\'0.\-A.\l-F.\l New Rochelle. 
N.Y. 

Phillip W. Trammel appointed 
general manager \\'l)Ci"S' Minne- 
apolis, succeeding Richard II. Har- 
ris, who resigned to assume a similar 
position with \\BZ-AM-I*AI Bos- 
ton. '1 rammell had been sales man- 
ager of KO.MA Oklahoma Cits 

Sy l,e>> appointed general sales 
manager and l)a>e Binder nameil 
assistant sales manager at WJR/. 
Newark. Louis Warren nameil pro- 
duction manager. 




Phillip W. Trjmm*l Sy Itvy 



SYNDICATION 
&. SERVICES 

l.eo Sillier li.is rejoin vl Olfici.il 
I iliiis .iiul will .1 MUi ser\i. .1 Ih>ii i. 
emniscl. lollnwmg two \t..irs ni 
pi i\ .ite l.iw pr.n.ln.e 

( litlim NN . Ilunseley jouud the 
m.irkel rescirtli lirni ol .M.npl.ui 
as a consult. int on tr.i\el rescirch 
He h.is been .in eeont»mist with the 
I . S I .irill ComniisMon 

Charles I .. I hoinas named \ ice 
presulent of Sindlinger \ ( o . .Nor- 
wood. Pa I lionias will liead(.|iiartcr 
in the firm's new Detroit oft ice He 
was director of research of the J 
Waller I liompson agenc\ in De- 
troit. 

Lou .Selener apptunted sales di- 
rector for M-P ProductK>ns. New 
^\)rk. lie hail been with larkas 
I'ilni. Inc. and Gres AiKertising. 

Liiid (titlllieli joined Scliwerin 
Research Corp. as a writer-.inal\st 
in the client service department She 
was a consumer research anakst 
with the .\l.icfadden-Bartell Corp 
Prior to that she was an editori.il 
and research assistant with the 
Jewish I"aniil\ Ser\ ice and a re- 
sciirch writer for the Americ.in 
Management Assn. 

Richard Carlton and Reinille II. 
.McMaiin elected \ ice presidents of 
Prans-Lux Corp. Carlton is pres- 
ently \ ice president - gener.il s.iles 
manager. 

Phil Williams joined the speci.il 
projects di\ ision of I nitetl \rtisis 
lele\ision. Inc. He foinierl\ was 
assoei.iteil with I inie. Inc \p- 
poinieil an .lecount executive lor 
the New ^ ork oftice w.is I iigene J. 
HMies, .Ir. He h.id been .in .iccoiint 
e\eeuti\e for \\CBS-\M I .\l New 
^ ork 




Phil Willijmt Eu9»n» Hyntt 
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AUGUST 

South Carolina Broadcasters Assn., 
summer convention, Ocean Forest 
Hotel, Myrtle Beach, S. C. (16-18). 

National Assn. of Broadcasters in 
cooperation with the Radio Adertis- 
ing Bureau and Television Bureau of 
Advertising, sales management sem- 
inar, Stanford University, Stanford, 
Calif. (16-22). 

New Mexico Broadcasters Assn. 

meeting, Kachina Lodge, Taos, New 
Mex. (21-22). 

Oklahoma Broadcasters Assn. 
meeting, Lawton, Okla. (21-22). 

National Assn. of Radio An- 
nouncers, tenth annual convention. 
Ascot House, Chicago, 111. (20-23). 

Wyoming CATV Assn. annual 
meeting, IXL Ranch, Dayton, Wyo., 
(23-25). 

National Assn. of Broadcasters in 
cooperation with the Radio Advertis- 
ing Bureau and the Television Bureau 
of Advertising, sales management 
seminar. Harvard University, Cam- 
bridge, Mass. (23-29). 

Western Electric Show and Con- 
vention, Statler-Hilton, Los Angeles, 
Calif. (25-28). 

Western Assn. of Broadcasters and 
British Colunihia Assn. of Broadcasters 
annual meeting, Jasper Park Lodge, 
Jasper, Alta. (27-29). 

Arkansas Broadcasters Assn. annual 
meeting, Coachman's Inn, Little Rock 
(28-29). 

West Virginia Broadcasters Assn., 
fall meeting. The Greenbrier, White 
Sulphur Springs, W. Va. (27-30). 

Radio Advertising Bureau's fall 
management conferences: Tarrytown, 
House, Tarrytown, N.Y. (17-18); 
Homestead, Hot Springs, Va. (21-22); 
Far Horizons, Sarasota, Fla. (28-29). 

1964 National Radio and Television 
Exhibition, under the management of 
the British Radio Equipment Manu- 
facturers' Assn., Earl's Court, London, 
England (24-Scpt. 5). 

SEPTEMBER 

Michigan Assn. of Broadcasters an- 
nual fall meeting. Hidden Valley, 
Gaylord, Mich. (10-11). 

Louisiana Assn. of Broadcasters, 
Capitol House, Baton Rouge, La. 
(13-15). 



Rollins Broadcasting Inc. annual 
shareholders' meeting, Bank of Del- 
ware Building, Wilmington, Del. (15). 

National Assn. of Broadcasters' 

program study committee, radio pro- 
graming clinic, Rickey's Hyatt House, 
Palo Alto, Calif. (18). 

Maine Assn. of Broadcasters meet- 
ing, Poland Spring, Me. (18-19). 

National Academy of Television 
Arts and Sciences board of trustees 
meeting, Beverly Hills, Calif. (18-20). 

American Women in Radio & Tele- 
vision southwest area conference, 
Tropieana Hotel, San Antonio, Tex. 
(18-20). 

Nebraska Broadcasters Assn. meet- 
ing. Holiday Inn, Grand Island, Neb. 
(20-22). 

National Assn. of Broadcasters' 

program study committee, radio pro- 
graming clinic, Chicago Plaza Motor 
Hotel, Memphis, Temi. (21). 

Nevada Broadcasters Assn. meeting. 
Lake Tahoe, Nev. (21-22). 

Pacific Northwest CATV Assn. 
meeting, Doric Hotel, Portland, Oreg. 
(21-22). 

National Assn. of Broadcasters' 

program study committee, radio pro- 
graming clinic. Palm Town House 
Motor Inn, Omaha, Neb. (23). 

CBS Radio Affiliates A.ssn. con- 
vention. New York Hilton Hotel, New 
York, N. Y. (23-24). 

Electronic Industries Assn. fall 
meeting, Statler-Hilton Hotel, Boston, 
Mass. (23-25). 

Minnesota Broadcasters Assn., fall 
meeting, Sheraton-Ritz Hotel, Minne- 
apolis, Minn. (24-26). 

Advertising Federation of America, 

fifth district convention. Commodore 
Perry Hotel, Toledo, Ohio (17-18); 
sixth district convention, Indiana 
University, Bloomington, Ind. (24- 
26); tenth district convention, Robert 
Driscoll Hotel, Corpus Christi, Tex. 
(24-26). 

National Assn. of Broadcasters' 

program study committee, radio pro- 
graming clinic, Hilton Inn, Tarry- 
town, N.Y. (25). 

North Central CATV Assn. meet- 
ing. Holiday Inn, Rochester. Minn. 
(25). 

Utah Broadcasters Assn., conven- 
tion. Royal Inn, Provo, Utah (25-26). 

American Women in Radio & Tele- 
vision southern area conference. Out- 
rigger Hotel, St. Petersburg. Fla.: west 
central area conference. Miiehlebach 
Hotel. Kansas City, Mo.; New Eng- 
land Chapter conference, Woodstock, 
Vt. (25-27). 



Society of Motion Picture & Tele- 
vision Engineers, 96th annual tech- 
nical conference. Commodore Hotel, 
New York, N.Y. (27-Oct. 2). 

National Assn. of Broadcasters ra- 
dio code board meeting, Gramcrcy 
Inn, Washington, D. C. (29-30). 

OCTOBER 

Radio Advertising Bureau's fall 
management conferences: Hyatt 
House, San Francisco, Calif. (1-2). 

American Women in Radio and 
Television, New York State Confer- 
ence, Top O' The World, Lake 
George, N. Y. (3-4). 

Texas Assn. of Broadcasters fall 
meeting. Hotel Texas, Fort Worth, 
Tex. (4-5). 

North Carolina Assn. of Broad- 
casters meeting. Grove Park Inn, 
Asheville, N. C. (4-6). 

New Jersey Broadcasters Assn. fall 
convention, Nassau Inn, Princeton, 
N. J. (5-6). 

Advertising Research Foundation, 

annual conference. Commodore Ho- 
tel, New York (6). 

Tennessee Assn. of Broadcasters 
meeting. Mountain View Hotel, Gat- 
linburg, Tenn. (8-9). 

Alabama Broadcasters Assn. meet- 
ing, Tuscaloosa, Ala. (8-10). 

American Women in Radio & Tele- 
vision mideastern area conference 
Marriott Motor Hotel, Philadelphia. 
Pa. (9-11). 

Indiana Broadcasters Assn. meet- 
ing, Marott Hotel, Indianapolis, Ind. 
(15-16). 

Kentucky Broadcasters Assn. fall 
meeting, Jennie Wiley State Park, 
near Prestonburg, Ky. (19-21). 

National Electronics Conference 
twentieth annual meeting, McCormick 
Place, Chicago, 111. (19-21). 

Massachusetts Broadcasters Assn. 
meeting. Hotel Somerset, Boston, 
Mass. (25-25). 

National Assn. of Educational 
Broadcasters national convention, 
Austin, Te.\. (25-28). 

American Assn. of Advertising 
Agencies, Central Region meeting. 
Hotel Continental, Chicago (21-22): 
western meeting, Beverly Hilton Hotel. 
Beverly Hills (27-30). ' 

Institute of Broadc:isting Mnancial 
Management, annual meeting, Shera- 
ton-Cadillac Hotel, Detroit. Mich. 
(21-23). 

Missouri Broadcasters Assn. meet- 
ing, Ramada Inn, Jefferson City, Mo. 
(22-23). 
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